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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 




















Vou. LIV. NEW YORK, Marcu 14, 1906. No. = 
ANNOUNCEMENT. 
The Indianapolis Star 
BUYS 


The Indianapolis Sunday Sentinel 


With rts essue of Feb. 25, 1906, the Indianap- 
olts Sunday Sentinel suspended publication and 
The STAR has taken over tts cerculation. Werth 
the Sentinel out of the field The STAR becomes 
the only morning and Sunday paper in [ndianap- 
olts, a city of 225,000 population. 

The Sentinel printed on Sunday 27,000 papers 
and on investigation this proves to have been a 


good clean subscription list, which in the future 
will be supplied with The SUNDAY STAR. 


With this acquisition, The Indianapolis SUN- 
DAY STAR will be delivered to nearly 100 per 
cent of the newspaper readers of Indianapolis in 
addition to cts outside circulation. . 

The STAR now has the exclusive Associated 
Press franchise, Hearst Cable Service and Publish- 
ers’ Press Association franchises for both morning 
and Sunday. 

GENERAL OFFICES OF THE STAR LEAGUE, 

Star Building, Indianapolis, Ind. 





C. J. BILLSON, Tribune Bldg., N. Y. City, Eastern Representative. 
JOHN GLASS, Boyce Bldg , Chicago, Western Representative. 
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About the Roll of Honor 


When an advertiser receives an inquiry from his 
advertising and the inquirer is kind enough to state 
in what medium he saw the advertisement, the 
advertiser is particularly pleased with the result, 
This has happened to the management of the Times. 
Several times, when we have been asked for rate 
cards for both display and classified advertising, the 
applicant for such information would refer to the 
fact that they saw our advertisement in PRINTERS’ 
Ink. Any one who has had much to do with 
advertising, always feels very grateful to the party 
who mentions the name of the publication in which 
they saw an advertisement, which has led them to 
seek any information or to purchase. While we all 
know that to advertise in a good medium will bring 
_results, and while we all know that a great many 
people never mention where they saw any particular 
advertisement, it is very gratifying to receive some 
replies in which are stated where the advertisement 
was seen. 

Therefore we know that our position in 
the Roll of Honor in PRINTERS’ INK is a 
paying investment, simply not because we 
get a good many foreign advertisements 
and inquiries, but because a great many 
advertisers mention, ‘‘I saw your advertise- 
ment in PRINTERS’ INK.”,—Chas. R. Long, Busi- 
ness Manager Chester Times, Chester, Pa., March 7, 
1900. 
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ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., Post OFFICE, JUNE 29, 1893. 
Vou. LIV. NEW YORK, MArcH 14, 1006. No. f1, 


NEWSPAPER ADVERTISING The newsp 


apers of those days 


DURING THE CIVIL WAR. never broke a column for any- 
body who advertised, or for any 


The following facts about, and emergency 


save one—that was 


specimens of newspaper advertis- when the map of a battlefield had 


‘ing of more than forty years ago, to be printed. Consequently, while 


are taken from two bound vol- there are some display ads in the 


umes of the New York Herald World and 


Times, they are all 


covering the entire year 1863. single column announcements, and 


Occasionally the person who the Herald, 


permitting no display 
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Saved these papers substituted a or cuts, looks like the Herald of 


copy of the World or Times, so to-day. 


that there is a fair representation “Where are the department 
of New York dailies, and an op- stores?” is the first question that 
portunity to judge very accurately occurs to one on turning over 
as to how advertising was con- these ghostly pages. Yet unborn. 
ducted in those times. And it needs close search to find 

The Herald of 1863 looks some- their equivalent in a few small 
what like its present self in make- retail announcements grouped 


up, though only six columns wide. under “Dry 


Goods,” a heading 
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meant to include nearly every 
form of advertisement that was 
sent in by a house in a legitimate 
business. The manufacturer of 
neckties and bathing suits took his 
place with the cheap store or 
well-known retail emporium. The 
wholesaler and jobber were rank- 
ed with them, too, and all to- 
gether they made up but a column 
or two of advertising. Among the 
firms then advertising who are 
still in business were Arnold, 
Constable & Co., Lord & Taylor 
and R. H. Macy. Arnold, Con- 
stable & Co. were at the corner 
of Canal street and Mercer. Lord 
& Taylor had stores on Broadway 
near Grand street. Macy’s was 
already established at Fourteenth 
street and Sixth avenue. The 
Bowery was a_ thriving retail 
thoroughfare of a cheaper sort— 
the Sixth avenue of its day. Few 
firms were found north of Hous- 
ton street, though one or two 
stores of the better class around 
the Fifth Avenue Hotel found it 
profitable to advertise, among 
them being one conducted by a 
woman, Charlotte G. Smith, who 
was on. Broadway at Twenty- 
sixth street. 

The Herald was valued for the 
fullness and accuracy of its war 
news, and printed a twelve-page 
paper as a rule, though sometimes 
the edition ‘was only eight pages. 
About a third of this was adver- 
tising. But there were few an- 
nouncements measuring more than 
four inches, and the majority were 
small cards of a few lines. Retail 
advertisers seemed to .look upon 
any form of spread-eagle adver- 
tising as a waste of white space. 
When they had a larger story 
than could be told in a small card 
they cut it up into several adver- 
tisements, printed one under the 
other, much as the Lord & Taylor. 
and Arnold, Constable & Co., an- 
nouncements are printed to-day. 
Occasionally, however, there came 
along an advertiser of advanced 
ideas who wanted to attract ex- 
traordinary attention to some ar- 
ticle of merchandise. To accom- 
plish this in the Herald he had at 
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his disposal but one form of dis- 
play outside of white space, and 
that was the use of large letters 
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which the compositor constructed 
of regular body capitals, an “S” 
being made up of a number of 
cap “S’s,” and so forth. 

Another form of making an ad- 
vertisement stand out was that of 
printing a sentence over and over 
down the column, thus: 
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But this was especially the device 
of the patent medicine advertiser, 
who appears to have been the only 
person truly alive to the value of 
matter readers would peruse in an 
advertisement. The space was 
usually filled with closely-set tes- 
timonials, symptoms, claims, etc. 
(Continued on pave 6). 
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REG. U, Ss PAT. OFF. 


FOUNDED A. D. 1728 


Every publication has a personality. Some 
are wizzened scholars, some are merry jesters. 
What kind of a personality would you choose 
through which to present your claims ? 


The editorial page of the Sarurpay Even- 
1nG Post is personal, intimate, friendly. It has 
moral earnestness without being somber; it 
has humor without flippancy, it is profound 
but not abstruse. Personality. pervades the 
other pages, essays, stories, verse—and it is an 
attractive personality,—a personality which helps 
to sell goods. 


The Saturpay Eventnc Post is_ bought 
each week by 750,000—read by 3,500,000— 
and admired by everybody. There is no better 


salesman. 


THE CURTIS PUBLISHING COMPANY 
PHILADELPHIA 


NEW YORK CHICAGO BOSTON BUFFALO 
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Verse was frequently employed to 
relieve the monotony of this long 
discourse. Sometimes the upper 
half of a column would be occu- 
pied with a few phrases, repeated 
over and over, as an eye-catcher, 
and again a column would be 
given up to this sort of thing, with 
verses of the following order: 





Make sure of health. ‘‘But how? you ask. 
We answer, ’tis an easy task. 
Strengthen the stomach, and sustain 
The nerves, the servants of the brain; 
The liver keep in active play 
And regulate from day to day. 
Each organ aid, or nature’s plan, 
Brace and refresh the inner man, 
And like a watch that’s kept in chime 
By constant care, with railroad time, 
The system’s tone and'strength renew, 
And thereby cheer the spirits, too. 
“How” you inquire ‘‘can this be done? 
This victory o’er disease be won?” 
“HOSTETTER’S BITTERS,” we reply, 
“Is health’s supreme protection—try ! ”’ 
Against the vapors foul prepare 
That fever-taint the heavy air. 
Drink not unmixed the water found 
In prairies, woods, or marshy ground. 
If sedentary toil you ply, 
Nature you must assist—or die— 
For when debarred from exercise 
For artificial aid she cries. 
Medicine’s grand purpose and intent 
Is threatened evil to prevent : 
And if you’d be relieved or spared 
From ills that crush the unprepared, 
Hostetter’s Bitter’s use—for note 
They are the surest antidote. 


Hostetter’s either kept a _ poet 
who turned out this stuff for the 
house, or else there was a poetical 
advertising agency that produced 
it for all the patent medicine ad- 
vertisers alike, As advertising 
poetry it was not nearly so bad as 
some of the doggerel that is print- 
ed to-day in far more expensive 
space. Hostetter & Smith, of 
Pittsburg, were proprietors of this 
famous remedy, and took a full 
column on the last page of the 
Herald at least three times a week. 
Drake’s Plantation Bitters, made 
by P. H. Drake & Co., New York, 
was also conspicuous for large 
space, occupying a third to one- 
half column several times a week. 
Dr. Schenck, of Philadelphia, 
maintained an office in New York, 
where he accepted no fee for ad- 
vice, but charged three dollars for 
an examination of the lungs with 
the Respirometer, and prescribed 
his Mandrake Pills, Pulmonic 
Syrup and Seaweed Tonic, Dr. 
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Felix Gouraud’s toilet prepara- 
tions are still actively exploited, 
with their old-fashioned picture 
of an old-fashioned lady admiring 
herself in a hand-glass. In Civil 
War times they were prominent in 
the Herald, and the advertising 
poet wrote the copy: 





Tuincs I Love. 
I love to steal out from the crowd, 
To some lone spot, remote, 
And hear the carol poured aloud 
From feather’d songster’s throat ; 
I love to watch the fleecy cloud 
Through spaceless ether float, 
I love to see the beacon flash, 
(The seaman's star of hope.) 
I love to hear the ocean dash, 
And see its ample scope ; 
But most of all, 1 love to wash 
With GOURAUD’S famou. soap. 
“Balm of a Thousand Flowers” 
was advertised by Demas 5S. 
Barnes & Co., New York, who 
also had a wonderful preparation 
called “Lyon’s Magnetic Powder,” 
death to rats, mice and _ bugs. 
Burnett’s Cocaine for the hair, 
Hagan’s Magnolia Balm for the 
complexion, Radway’s_ Relief, 
Mrs. Winslow’s Syrup, Phalon’s 
Cocin, or deodorized cocoanut oil, 
Calisaya, Brandeth’s Pills, Helm- 
bold’s Buchu, Aromatic Schiedam 
Schnapps, Barry’s Tricopherous— 
these are names still familiar in 
advertising or remembered tin drug 
stores, and probably most of the 
remedies are still on sale. 
But it is clear that the bulk of 
a .paper’s advertising came from 
its classified liners. The Herald 
even then printed nearly four 
page of wants, shipping announte- 
ments, real estate, auctions, sec- 
ond-hand dealers, lost and found, 
etc., with its well-known personal 
column in which men and women 
long dead, doubtless, were anxious 
to meet one another, or receive 
the expected letter, or form 
friendships with matrimony in 
view. The Herald seems to have 
had far more classified than its 
competitors. One feature of ad- 
vertising then contrasts itself with 
the present. Under “Amusements” 
there were printed seldom less 
than three columns daily, and 
theaters seemed to find jit worth 
while to bid for popular favor by 





describing their attractions at 


(Continued on page 8.) 
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“In Philadelphia 
nearly everybody reads 
The Bulletin.” 


The Philadelphia 
Bulletin’s Circulation 


The following statement shows the actual cir- 
culation of ‘‘The Bulletin’ for each day in the 
month of February, 1906: 


benaeseu 229,183 | 15........ 222,184 





1 
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Carcnsiesis 4 ort 0 a | YR 240,789 
4.... Sunday 18... . Sunday 
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STOO 20080 120%. ..0.<0:0% 231, 1238 
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MB siete asi 225,052 | 26........ 227,739 
Mess. seeaevers Tl 220,246 
Wr aaxsie toys 229,103 | 28........ 221,990 


Total for 24 days: 5,439,390 copies. 
NET AVERAGE FOR FEBRUARY: 


226,641 


copies a day 
“The Bulletin’s’’ circulation figures are net; all 
damaged. unsold, free and returned copies have 
been omitted. 
William L. McLean, Publisher. 


The circulation of The Bulletin 
is larger than that of any daily 
newspaper published in the State 
of Pennsylvania. 
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length, publishing play casts, etc. 
Commodore Nutt was the chief 
attraction in a world of wonders 
at Barnum’s Museum, and at 
Cooper Union there were given 
nightly exhibitions of “laughing 
gas,” which then seemed more 
wonderful than radium does to- 





ay. 

Publishers of books and period- 
icals used the Herald freely. 
Novels and stories based on the 
war naturally found ready sale, 
and many such were advertised by 
the Harpers, the Appletons, Dick 
& Fitzgerald, Peterson & Brothers 
and others whose names are now 
strange. The Police Gazette was 
a widely advertised weekly that 
made a point of keeping up with 
news events of a not very savory 
kind. Some of its announcements 
if printed in the Herald of to-day 
would be of professional interest 
to Anthony Comstock. The New 





7 Nad BOUE'S. VICTIM. 


TH LIBERTINE 1 
SEDUCTION. UNDER & PR : PROMISE eekeracR, 


SUI? FOR SEDUSTION BY IGE FATHER: 
SUIT FOR BREACH ort P 
By Tae viet PROMISE 
SYMONDS, THE BURDELL 

VIS&ES P PHILADEREELA 
HOw HE BECOMES rom UaINTED w 

WILAD. Pula W WLDOW a 

ATTEYPTS TO WIN 
HER DAUGHIER, 


OBTAINS | THE WIDOW'S FOR 
DIES , wIDOW SEBRING GER 


MOSE EHRICE, TOE f RECEIVER, ARRESTGD. 
READ THE 
NATIONAL POLICE GAZETTE. 
eer Penatt IMMORALITY. 





UABER WIFE 
a 
a WHO 
ELOPED 
WITH! HER 
COACIIMAN, 
BEAL LIFE 
AUuOND 188 
LOWLY, 
AS EXHIBITED 
al THe 
TOMBS, 
GRAPHIC SCENES, 

TRE UNWRITTEN Law. 
KILLING OF GEN. VAN DORN 
POR SEDUCING 4 FRIEND'S WIFE. 
READ NATIONAL POLICE GAZEITE. 


York Ledger and New York 
Weekly featured their contents, 
and the New York Illustrated 
News was another paper of some 
importance, evidently. Frank 
Queen’s Clipper was also adver- 
tised, as was Fowler & Wells’ 
Phrenological Journal. Frank 
Leslie’s Lady's Magazine was the 
Ladies’ Home Journal of the day, 
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giving eighty fashion plates in an 
issue, with two cut paper patterns, 


Mme. Demorest’s Mirror of Fash- 


ions gave patterns too, with a 
photograph of Mrs. General Tom 
Thumb in her wedding dress. The 
Knickerbocker Monthly and 
Harper’s Magazine were the only 
monthly magazines of general 
character that announced their 
features in the newspapers, and 
the former had the good fortune 
to be edited by a gentleman named 
Kinohan Cornwallis, 

Lottery advertisements were 
common, the numbers of lucky 
tickets drawn in the Royal Ha- 
vana, Kentucky, Mjussouri and 
other lotteries being printed al- 
most ‘weekly. Insurance com- 
panies advertised marine insur- 
ance covering risk of capture by 
Confederate cruisers. Banks ad- 
vertised formally for savings, one 
institution making a feature of is- 
suing pass-books iin English, 
French or German. Bonds were 
freely advertised, and this an- 
nouncement of a trust company 
might have been printed yesterday 
instead of forty-three years ago: 

UNITED SPATES TRUST COMPANY yy 





, NEW-YORE, 
No, 48 Wall-st , corner of William, 
CAPITAL © © «© © «© $1,000,000 


This Company is a legal depos depository for moneys paid foe 
to Court, and is authorized to act ase uardian er receiver 


INTEREST aun OWED 


Fora vinsage of alx ‘pontine or a 

Beit ee ee 

Alp may be Sasi, and w! . 

will entitled to aaa Rg nar whole time they may 
remain with the Cowpany. 

Executors, Adaiuietrators or Trustees of Estates, and 

females a to the transaction of business, as 





4 per cent. 






well as reiigious and bemevolent institutions. wl find 
this Company a a convenient Nf deposttory Fee mot mone 
Oe ur, t 
ot. 


Joun A. Srewagt, . 
Secretary. 








A. T. Stewart has been credited 
with saying that frequent and 
constant advertising brought him 
all he owned, but his advertise- 
ments in the year 1863 were in- 
serted hardly once a month, and 
then took but a half-inch to make 
some formal statement. Union 
Adams was the crack haberdasher 
of that time, evidently—certainly 
he was the most liberal advertiser. 
being seldom absent from an issue 
of the Herald. Knox’s Hats were 
announced at the proper season by 
reading™ notices. feature of the 

















help wanted liners were the ad- 
vertisements for substitutes to 
serve in the army .in place of 
drafted men, and regular employ- 
ment agencies made a business of 
finding substitutes for a bounty, or 
bounties for substitutes, whichever 
a man happened to need most. 
Many other interesting details 
might ‘be cited to show ‘how great- 
ly advertising has advanced since 
then, for in 1863 newspaper space 
was used in only two ways. One 
was to print a formal announce- 
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half a column of astrologers’ 
notices in the Herald, and almost 
any sort of quack seemed to have 
access to the newspapers. Inter- 
esting editorials might be reprint- 
ed to show how freely the elder 
Bennett criticised Greeley, of the 
Tribune, Bryant, of the Post, and 
other contemporaries. The Trib- 
une, Times and Post were “nig- 
gerhead” organs, rabidly Federal 
and abolitionist, while the World, 
News and Express were “copper- 
head” organs. The Herald as- 
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ment where people would look for 
it, as among the real estate or 
boarding notices, The other was to 
catch the eye by some irrelevant 
Statement and, as it were, seduce 
the reader into perusing a busi- 
ness or medical notice. Some of 
the advertisements were not exact- 
ly nice, as those for ‘suggestive 
books and pictures, and the “lost 
manhood” practitioner was as per- 
sistent a buyer of newspaper space 
then as now, There was almost 


in Manchuria, Jas. 


serted independence. When the 
terrible draft riots were brought 
on in July of that year a war of 
editorials followed, each charging 
the other with having incited 
them. But apart from the per- 
sonalities of editorials the papers 
then .gave very full news reports, 
and their war news would com- 
pare with the service that the 
quicker means of communication 
made possible during the late war 
H. Coitins. 
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A COMMENDABLE DEPART- 
MENT STORE PAGE. 


of 


Some of the advertising sharps 

Philadelphia 
Strawbridge & Clothier newspaper 
announcements 
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the best 


consider 


among 


What Philadelphians see to ad- 
mire in the Strawbridge & Cloth- 
ier advertising is its quietness and 
readability. The most famous de- 
partment store advertiser, John 
Wanamaker, once kept closely to 
plain pica and a column make-up. 


the 
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Five Hundred $15, $18, $20 and $25 Suits and Overcoats at $10.00—Stein-Bloch Suits Included 


i STRAWBRIDGE & CLOTHIER { SPECIAL ANNOUNCEMENTS FOR FRIDAY ] *STRAWBRIDGE & CLOTHIER oy 
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cenugual aglea, and, preferring 
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cad at all, solling at half price or near to ft. Among the most attractive groups are these: 





























































































































- $15 Suits and 0 $18.00 Raincoats—now —— 
S15, $1B, $28, $25 tg 0.00 | Testa son mas | aun | $20.00 Raincoats-now $1250 "| orn te Sipegmy | sas 
Ker Wermet toma Peecy| "RCE || $25 Suits and Overcoats—S1250 | ivy cn yong uery ome | PRICE $22.50 Rataceals—now $15.00 pvtay ome 
lag] $10 530 Suits and ts—$ Boceen weak oo $10 $25.00 $1500 | res SS te $10 
=FEAS SS qbab paneen tote woes Ue Syne tues sos ees [Ses 
swe Sesskal es Sass ose fae casaes, SS St eee | Sea oan 
pe Te Fy Se ne oe ce ee ee io 
Some Sant 
Heatve Nutt Gone | AlTived—A Carload of Sample China Closets) * jut tse." 
Women's Night Gowns vi 0ad 0 ple Unina Ulose! Odd Lots of Shoes 
Ane od os ee == Some of the Greatest Values Yet Appearing in the February Sale mo TH Pe EY 
Sovucs acct oust ccpus Baus for the Pebroary Purntare Sale. Today we, are heating | Sutng Some | sits = sn Sowers: set 
Chine Cloneta ‘They | Docps ee 
1%. . rod unt now Prwenng | Premen’s 5L00 Shoes br $2.00 
+ now 50c to $1.50 ae ate pater * = ORI ee 
Ph alee ‘worth $14.00 | $16.00 worth $21.00 | $16.00 wort $20.00 vert worth $92. Semel Ste Som, = 
wai mates hgh seas teens cree nom: | | S3LOO worth 336.00 | $32.00 worth $90.00 wort $37.50 | $34.00 worth 542.58 iio 
S22 ST] 00 were $36.00 worth $45.00. | $37.50 worth $4800 worth $50 For Misses and 1.25 
A, oe ey! a tes en tes | 537.50 worth $90.0 ‘$40.00 worth 576.00 $42.50 worth $55.00 a — _ ‘worth $56.06 Ratornd tom, 0150 or i 
$45.00 worth 145.00 wort $57.08 ‘$47 So worth $58.00 wort worth $54.00 — . vy _ 
Black Taffeta at 48c $5880 vor 2 $55.00 worth $67. $e wen 6.0 wart $7 3 56 ee aaaeme 
Me scat & Garserer ob the mere of this 1h 00 worth 578.8 962.50 worth $75.00 5.00 worth $62.58 ‘worth $85.00 werk 57 
SESE VE AS | “s0ec0e wert 57250 | 565.00 wertn's70.00 «| $70.00 wort 595.00 | $75.00 worth $95.00 | 585.00 worth $00.00 This Challis 
pree—Aite os yard All these: }, freak and bie te benvtifully finished and perfect to cu ngage came Gah ctage at o> 
ter naretes eacoesert ema Ont ta |- achat art China Clonts with wood back and sheivens mirror tach and one or Two of the shelves ef pass: oven allgnan This Pe SS 
ed beer eri maces pata Fn dp I 5 Te 
Sawe : 4 ae ES 
v— ty : eet ete py Oar as ce a 
12c Oatmeal Soap at 6c A Time to Buy Silk-and-Cotton Fabrics 3146 AB Weel Pate Chats -2e 
Fascinalors Elon eens of the “old rutile” Pindein Sta ‘Sucd te chats beep. surety and mnpenatrenans | Dyed te ear srten, tm Mach. creme. anes, ral, 
oe ee a ae tn rock sos Gn Peas 
rr eee pl eo Fy os 
oo pee eS hy 
asain enceae cee |i |6NNAICNOS «| |sessocidasstes [scar seers 
Se ee Se i Ks — 
- ood —— on Pam oe eth dete whe Crary. crm Milka 
mt Lo ST tt] | Household Linens 
ad Mr} Gray Walking Skirts [A Time to Save | Bettina sas | phew tnety ar ere ees 
oes =a *| tres hes tac ane ot | Sreereeen mane Sowa |Gasmnactee ast 
eon feet me| SEIBTSOF wot ges tone . 
Pn er 
5 one ono sees ae joes ea nen onmwy on oe 
maa. ti or ie: oh Gy Samer elo = = aad $5.00 rp enone open end threw as ar Saas | mer 4 
Gq Sm mw tne gras: > | + WATCHES FOR WOMEN ‘Tee rm torend tor | pent fd 
ences Ni Gorme_ rg etn te, | Set 2 wpe crease) ace | | sur.en worth $22%- Moning am totam | mm ronment gi 
—_— eet Pe omen tee | mene 





i 








fins vow Waking Suwa many amar or 
= => tee 


ow =? Wane eae ag ee 
SS SSS Sa cates ot A Complete Waist Store 
























































: Re eae Seen a eared | athens retest 
Lat py I Eg wry by ag krmancr tng sana 
oe ee ee ae | ree p At S950 Oe \rtwue | Se Govve ant Banthevcaiel Sexe Me 
Camiric and Long Cloth Sree: Vermeer pret tom tate w Foon | pete mice noe meee oc Sa wad ere, mere | 3 Seng Byak Racho—eve 3 
‘WRITE CHINA GILE WAISTS— Whe corte sri, wasnt, | aie Pon Traye—redueed to Ze 
= ses rowed eomiente =f | $1, SLSR £2 Stine’ Genee—2h. Se 
ne Sov ore gua materials tor Ube mterctothen | Sore teen ae jecten, == the plans, Wack trwwn, | Rewelar $5.80 Oylltio—aow 14.58 
ee ct 4 
= : =F sme ae grees 
St Bert ey Cambs oe ; ofthe met “Ateet Sy te tis | sem pont, Loge em temp aah temas OD 
—— ee Alexander ert 
—asum| Torrey-. \ ety > 
errs By 
Ful boots ty De Torrey ¥ 
Dress Linens 35c | Sast Fea Men's Neckwear! 2 cnt ans = | Black Panama | 6 
sete New—All-Sife an cuss stv ied oes pee }60c 
Logon eel x cute 20 ate 
sttat see || $1.00 Rubber Al fa Boenee Or 
SSS SS SY Oe cates cree cot reer | ae =, 
Rercnee or cutee Width OF inches 4 [| OY S™ & Get them ot hell priee And though the Tyss 3 —Oremy Hewen Freche of coupe te eS 2S ae 
ee a | S| Spar Saeweias Toae | Ma eee ey meso 
Se ied |e | Be nS Sie oe noes toe | Semen een 
he “Teams Hite = matt —— an anne ° = . 
we oi Commay bow. tran Gulp toes | lf foe & wk wn reer gir Jon wy hem | | hte Re. rr Nt adel ee ase 
Seow Naeee ty ones etm bee es [| wtte toe prim ew bate one te veces to | Om sy vrs sim hare so Wists Lins and | |] Sr se Surg puiere Aad 8 « 5 easel 
RiSssos oie: || Seoescees || Sees PaO ed] Pea a 
SS | Peer Spe ee || EO ere 
= is = 





































































Est 

















department store advertisements 
Those newspaper 


in that city. 


publishers ‘who carry it in their 
papers go further, and declare it 
the btst in the United States. But, 
of course, the United States is 
an extensive place. 





But lately the Wanamaker adver- 
tising includes a good many cuts, a 
good many different faces of display 
type, and shows a tendency to box 
off little chunks of bargains. The 
latter might even be called a 
viciuus tendency. Typical bar- 
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gain stores go even further elong 
such lines, and their announce- 
ments, when they take a full page, 
are a weird conglomeration of 
black capitals and figures. Adver- 
tising of the true bargain school is 
usually effective as a mass. A 
whole page of it strikes the eye 
and halts the reader, and perhaps 
readers of the bargain type like to 
chase ninety-eight cent and forty- 
nine cent items around among the 
boxes, borders and cuts. It can 
hardly be demonstrated, however, 
that bargain advertising is easy 
reading. And it is in easy reading 
qualities that the Strawbridge & 
Clothier announcements are 
strong, 

Few cuts are used—not an av- 
erage of one a week. Hardly any 
boxes are permitted. There is a 
fine respect for the newspaper 
column as the form in which 
newspaper readers ‘are accustomed 
to absorb printed matter. The 
standard rule of the page is to set 
the greater part of the day’s offer- 
ings in a wide column measure, 
equal to a column and a half of 
ordinary newspaper width. Only 
two faces of type appear on the 
page—body letter in three sizes 
and display letter in five or six. 
Capitals are not used at all. Each 
offering is compacted into a separ- 
ate news story by itself, and ‘has 
a standard heading like a news- 
Paper’s, according to its import- 
ance and position. Everything 
pertaining to each store news 
item is kept together, so that there 
is no dodging around corners tor 
the price that goes with a descrip- 
tion, or vice versa. 

This advertising is not calcula- 
ted to strike the eye forcibly at 
first sight, perhaps, but to those 
who would be likely to go down 
town that day the whole page is 
legible and easily read. And it is 
all business. Some department 
stores in every city are character- 
ized by the amount of space they 
give to explanations of the “policy 
of the store,” “reliability of the 
house.” “unexcelled ice,” 
“privilege of exchanging goods,” 


II 


etc. But the Strawbridge & 
Clothier advertising holds chiefly 
to what there tis to sell from day 
to day, as though whatever beau- 
ties there might be in the store’s 
system, or policy, or service would 
not be likely to escape the notice 
of people shopping there. - And 
obviously the adherence to col- 
umns, with but two faces of type 
and the news item system, is sav- 
ing of space, 

This house was the first in Phil- 
adelphia to use the Satunday even- 
ing papers extensively to call at- 
tention to Monday offerings. The 
practice is still confined almost 
wholly to the Quaker City, but it 
has been learned there that if 
Saturday night offerings are vital 
the public will remember them 
over Sunday. Consequently the 
big stores use more than half as 
much space on that evening as on 
other evenings. The custom rose 
out of disinclination to use Sunday 
papers in Philadelphia, for the 
town sticks doggedly to ‘its “unco’ 
guidness.” On Saturday nights 
the aim of Strawbridge & Clothier 
is not so much to offer low prices 


as to talk at length of staple 
goods like lace curtains, rugs, 
furniture, corsets, clothing, and 


the like, giving a complete list of 
prices and grades, making an ex- 
hibition of such departments cal- 
culated to command respect by its 
very completeness. The advertis- 
ing of this store is directed by J. 
W. Morton, Jr., and four papers 
carry the bulk of it. Full pages 
used about five days a week in 
the Evening Telegraph and Even- 
ing Bulletin, with a half to a full 
page on Saturday nights. In the 
morning the advertising averages 
three to five columns in the Rec- 
ord, Press and Inquirer. 








e 7. F 
Lincoln Freie Presse 
Lincoln, Neb. 

Actual Average 
Circulation 149,28 [ 
Our biggest circulation is in the States of 
Iowa, Wisconsin, Minnesota, Nebraska, 


Illinois, etc., in the order named, Allsub- 
scriptions paid in advance. Flat rate, 35¢. 
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ADVERTISING METAL CEIL- 
INGS AND WALLS. 


Very few people find out that 
ceilings and walls are two of the 
most important items of building 
construction * until after their 
home, is built—then it’s too 
late. Ceilings and walls of most 
houses are, therefore, still con- 
structed of plaster or wood. 
Plaster cracks, leaks and discolors, 
however, and sooner or later falls, 
Wood also wears poorly as. it 
shrinks, warps, leaks, and sooner 
or later rots—or burns. Ceilings 
and walls of wood or plaster must 
receive frequent repairs, and they 
give little protection against fire, 
water, dirt or vermin. Metal ceil- 
ings and walls on the other hand, 
cannot crack, discolor, or fall 
when properly put up, and they 
also insure real protection against 
fire, water, dirt and vermin. So 
the manufacturers of metal claim 
that it is the best, and in the end 
the cheapest material to use for 
the ceilings and walls of any kind 
of building. 

Until a few months ago the use 
of metal ceilings and walls was 
confined chiefly to stores and fac- 
tories. This was partly because so 
little was known by the general 
public regarding the real advan- 
tages and economy of metal ceil- 
ings and walls, and partly to a 
mistaken idea that metal must 
necessarily be ugly. The advertis- 
ing of Northrop steel ceilings and 


walls now appearing in leading . 


magazines: is of interest—because 
it shows not only how attractively 
so dry a subject can be handled 
and advertised but also because it 
is an object lesson regarding the 
wisdom of advertising building 
materials direct to the man who is 
to pay the Dill. 

Northrop steel ceilings and 
walls are made by Northrop, Co- 
burn & Dodge Co., New York. 
This concern is said to be the 
largest manufacturer in the Uni- 
ted States of this line of goods. 
They have been advertising their 
goods in a general way for a 
number of years. It was not until 
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last fall that they really took up 
the idea of a comprehensive, de- 
finite campaign of an®educational 
character to reach the public in 
general, and people who are build- 
ing or remodeling in particular. 

Their present advertising in a 
few selected magazines, is confined 
to quarter pages, because the ap- 
propriation tis limited. 

The idea of showing the goods 
right in the ad has been very 
cleverly worked out by using this 
feature as a background on all 
ads, and each ad shows a different 
design. 

The fundamental purpose is to 





Cracked 
Ceilings ? 

Ceilings and Walls of Plast. r always 
crack and, sooner or later. leak, dis- 
color, and fa//--dangerous, unsightly. un- 

sanitary, and expensive fo repair. 


Northrop Steel 
Ceilings and Walls 


never crack or fall, giverea/ protection against 
fire. ater. dust,and vermin, last as long as 
the house stands, and never need avty re- 
pairs. They wear longer, look better, 
and cost much less, in the end, than 
Plaster, Wood, or 
anything 
else,” 


Catalog aici Price-List 
and our valuable booklet 
* Plast Vood—or 





Metal?” 
Northrop, Cobura & 
Potge Co. 
50 Cherry St. 
NY. 





“educate” the general public re- 
garding two things—how and why 
ceilings and walls of metal last 
longer, wear better, and cost less 
in the end than ceilings and walls 
of either plaster or wood, and to 
impress upon the public the fact 
that Northrop steel ceilings and 
walls are the best of all metal 
ceilings and walls. Little effort 1s 
made in the advertisements them- 
selves to explain why Northrop 
steel ceilings and walls are differ- 
ent from, and better than other 
metal ceilings and walls. This 
could not be done properly in such 
small advertisements—it is too 
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long a story. Then again, it is 
hardly necessary to put this argu- 
ment in the ad because they must 
first convince the general public 
regarding the superiority of metal 
ceilings and walls in'general—then 
only does the consumer care to 
know the rest of the story. For 
this reason, each ad offers and 
features their booklet, _ “Plaster, 
Wood or Metal?” This, sent out 
to all inquirers with a catalogue, 
is a very important part of the 
plan. 

It is a straight heart-to-heart 
talk which explains, in detail, the 
relative value and cost of plaster, 
wood and metal in the construc- 
tion of walls and ceilings; then, 
it goes on and explains just where 
and why Northrop steel ceilings 
and walls are different from and 
better than others. No effort is 
made in the catalogue to tell the 
advertiser’s story. The catalogue 
is used simply to illustrate and 
describe the. goods themselves, and 
the different designs, leaving the 
real work of selling the goods 
entirely to the booklet. No illus- 
trations at all are used in the 
booklet excepting on the cover, 
which shows a beautiful hall dec- 
orated with Northrop steel, to- 
gether with a half-tone reproduc- 
tion of the design used in this hall 
—in this way, impressing upon the 
reader’s mind, right at the begin- 
ning, two important points—that 
metal ceilings and walls are suit- 
able for use in private homes, no 
matter how fine, and that Northrop 
steel ceilings and walls are really 
beautiful. In ‘addition to the 
magazine advertising a limited 
amount of special advertising, half 
page in size is being done in a 
few good trade-papers so as to 
reach the big consumers—stores, 
factories, office buildings, etc. 

In towns where they have no 
local dealers many sales’ direct to 
the consumer are being made, but 
direct sales are not encouraged 
excepting in such cases, because 
the legitimate method of market- 
ing this line of goods is through 
local dealers who can carry a 
stock, show the goods and do the 
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work. A comprehensive fo!low. 
up system has, therefore, been in- 
stalled so that inquiries from con. 
sumers can be utilized in the best 
possible way to ‘help get new 
dealers to stock the goods. A 
limited amount of trade paper ad- 
vertising and direct circularizing 
is also being done to help to get 
new dealers. 

As soon as a dealer starts to 
handle their goods, the entire ser- 
vices of their advertising depart- 
ment is placed at his disposal so 
that he can advertise the goods 
locally. There is nothing particu- 
larly new in this idea of helping 
the dealer by furnishing him free 
advertising matter, but there can 
be considerable originality in the 
character of advertising furnished, 
as well as in the way the dealer 
uses it. ; 

A limited amount of advertis- 
ing is also done in architectural 
papers to reach the architects, but 
direct circularizing, backed up by 
the work of salesmen, has been 
found the most effective method 
of handling this part of the selling 
work. The direct circularizing of 
architects is done in the form of 
a unique little 6-page house organ 
entitled “Talks to Architects.” An- 
other feature of the campaign is 
the trademark adopted, a radical 
departure in this line of business. 
S. L. Wilcox, of the J. Walter 
Thompson agency, a specialist in 
advertising building materials, is 
handling the campaign. 

Tue sample book issued by Conrow 
Brothers, paper dealers, 33 Beekman 
st., New York City, to advertise their 
Wornoc Bond paper is a well-designed 
booklet, but aside from sizes and prices 
the only information given concerning 
the paper is contained in a paragraph 
on the title page stating that Wornoc 
Bond is “fa paper of especial merit, at- 
tractive in finish, feel and color.” It 
seems to be an accepted theory among 
paper dealers that the goods speak for 
themselves. To the advertising man, 
however, it seems that the value of 
such booklets would be increased by a 
word or two concerning the character- 
istic qualities of the paper advertised. 
Lots of papers possess especial merits 
and many are attractive in finish, feel 
and color. If the Wornoc Bond 
possesses any qualities that make it 
superior to other brands of paper it 
would seem wise to emphasize the fact. 















14 
SHOP SHOTS. 


Call your customers by name. 
Take particular pains to be able 
to do this with newcomers in 
town. This is one point that 
storekeeping can learn from 
politics. 

* * 

It’s a poor policy to try to get 
people to patronize you just be- 
cause you need the money. They 
may know some fellow who needs 
the money more than you do. 

* * * 

The store that tolerates loafers 
will not have to tolerate customers 
as much as another. You can’t 
keep all visitors out, but there 
should be a sharp line drawn be- 
tween loafing and visiting. 

* * * 


The best way that you can in- 
vest a little money to the advan- 
tage of your business, is to pay it 
out for trade and advertising 
journals. In them you get other 
merchants’ best ideas with the 
deadwood thrown out. 

* * * 

An excellent window display 
may be made or marred by the 
lighting. The light should be on 
the goods, not out in the street or 
back in the store. Study lighting 
effects a little. It will pay. 

* * * 

Unless you are running a Chat- 
ham street kind of store, don’t 
stack the goods up so high in the 
windows that no one can see the 
inside of the store, Let in a little 
light. The store will’ be more 
cheerful. 

x + 

Don’t always be complaining 
about “Just my luck.” Dig in and 
make your own luck. The man 
who waits for Dame Fortune to 
come and drag him up on top of 
the pinnacle of success will have 
a weary wait. 

* * 1% 

The salesman who allows his 
own feelings to prevent him from 
being courteous and patient with 
customers has much to learn. To 
be successful with others, any nan 
must put self into the background. 
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Because a clerk goes wrong is 
no sign that he hasn’t in him the 
making of a better man than so:ne 
you haven’t found out. Think it 
over before you turn him loose 
with no recommendation but a 
bad character. 

* * * 

No matter what you are adver- 
tising, write the ad with the 
women in mind, Ninety-nine 
times in a hundred the woman 
controls the household spending. 
She is the power behind the 
pocketbook. 

* * * 

In choosing a clerk, don’t forget 
that politeness is a prime qualifi- 
cation. The polite clerk will bring 
back customers who are hard to 
please. He will make friends 
where you yourself may have 
failed. 

* * * 

Who wants to do business any- 
where with the man who is not 
neat in person and dress. The 
sloppy individual may be tolerated 
at times but he will never be liked. 

* * * 

The man who is busy always 
has time for a little more. It’s 
the man who thinks he is the 
busiest on earth that never has a 
moment to spare. That’s because 
the latter is generally a fusser. 

* * * 

To some men debt is a stimulus 
—an incentive. Before you go into 
it too heavily, better find out how 
it works on you. Some men are 
‘crushed by it. 

* * * 

You are in business to stay. The 
sale you make to a customer to- 
day is not all there is to it. You 
want that customer to come back 
and you know how to treat hin 
so that he will. 

* * * 

Treat the order sent in with 
the same care it would receive if 
the customer were watching you 
put it up. People like to trade 
where they can trust the store. 
It’s inconvenient to have to watch 
your grocer or butcher’ every 
move he makes. 





a 
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HOW THE DRY _ BONES 
WERE STIRRED IN 
OREGON. 


Monopolies can be maintained 
in oil and railroading. But not in 
newspapers. It is true that there 
is always a persistent tendency in 
the newspaper field to bar out 
competition. Press franchises are 
bought up, publishers of prosper- 
ous journals get together and 
agree to support one another in 
making their field a close corpora- 
tion, weak newspapers are ac- 
quired and maintained as dummy 
competitors, and there are other 
tricks. But just as soon as an 
effective monopoly of this sort has 
been formed there is an opening 
for a new paper and a new pub- 
lisher. If he doesn’t come in im- 
mediately, he comes sooner or 
later, for dry rot sets in among 
the monopolizing papers, and the 
incentive to compete becomes 
stronger every day. Monopoly is 
not only difficult to achieve in 
newspaper publishing, but it isn’t 
worth while. The best thing for 
the prosperity and permanence of 
a newspaper property is good, 
stiff competition. 

These truisms have lately been 
verified again by interesting 
changes in Portland, Oregon, 
where the newspaper situation had, 
so to speak, become top-heavy. 
It had been top-heavy for years, 
but at last it turned turtle, and 
now there is a new publisher own- 
ing what is practically a new daily 
paper in Portland, a property not 
only worth as much as the older 
ones, but which cost little to build 
up. Printers’ INK has often pub- 
lished articles telling how news- 
paper properties have been built 
up by advertising, canvassing, etc., 
but the story of recent events in 
the Portland field demonstrates 
that it is even easier and cheaper 
to enter a city where older papers 
have formed a close corporation, 
and just stir the dry bones. 

Portland had two newspapers 
until 1902. Both belonged to the 
corporation—the Morning 
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Oregonian, famous all over the 
country, which has been  pub- 


lished there since 1850, and the 
Evening Telegram, dating from 
1863. The Oregonian not only 
monopolized Portland, but was 
also a power in the whole State 
of Oregon. No other paper, ex- 
cept the Telegram, had a State 
circulation. No other newspaper 
in the State had a Sunday issue, 
with a few minor exceptions. No 
other had a Sunday issue that was 
known outside its own town. The 
Oregonian was a fine newspaper 
of the old school, dignified, con- 
servative in its style, abhorring 
scare heads and yellow methods, 
and so respected for its editorial 
Opinions that it was apt, on im- 
portant local issues, to be dicta- 
torial. It owned the only two 
Associated Press franchises in 
Portland, and was so firmly in- 
trenched in Oregon that it didn’t 
bother about canvassing for sub- 
scriptions, or educating retail ad- 
vertisers. Those who liked the 
Oregonian throughout the State 
“took it in,’ as the English say. 
Those that didn’t exactly follow 
the Oregonian in politics or style 
could take its evening issue, the 
Telegram. Those who _ liked 
neither got along without an Ore- 
gon paper, for there wasn’t any 
other. The combined circulation 


of the two papers in I900 was 


nearly 45,000 copies. Portland 
had only 90,000 population then, 
and all Oregon less than half a 
million, so‘-a good many people 
must have read one or the other. 
Yet it was a saying in Oregon that 
“Whenever an old citizen dies the 
Oregonian loses a subscriber,” and 
this saying seems to form a better 
picture of conditions than could 
be given in words or statistics. 
In March, 1902, a competitor 
came into the Portland field in the 
shape of the Evening Journal. It 
had a hard row to hoe, however, 
and in three months was on its 
last legs. But just as the new 
paper was about to wobble off the 
scene in the hot months of sum- 
mer it got a new owner who 
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eventually changed the newspaper 
map of Oregon. 

This new comer was C. S. 
Jackson, publisher of the Last 
Oregonian at Pendleton. Mr. 
Jackson was new to Portland, but 
an exceedingly old bird at the 
newspaper business. For twenty- 
five years he has owned the Pen- 
dleton daily. Printers’ INK once 
said that the Pendleton East 
Oregonian was the best daily 
newspaper to be found in the 
United States in a town its size. 
Pendleton has only 6,000 popula- 
tion. Mr. Jackson was more or 
less satisfied to lead the simple 
life in publishing. His paper paid 
well. But friends in Portland who 
thought he was the man for a 
larger field finally induced him to 
take the wreck of the Evening 
Journal, Capital was provided, 
and the property was taken over 
with a definite estimate of the 
amount to be expended in putting 
it on its feet. 

That was in July, 1902. The 
following six months were spent 
in getting a new plant—a four- 
color Hoe press of latest nodel, a 
stereotyping outfit, etc. Good 
men were secured for the editorial 
and. mechanical departments. No 
Associated Press service ‘was 
available, but the Scripps-MacRea 
and Hearst services were secured, 
with a special Eastern news ser- 
vice in addition. Mr. Jackson had 
in mind a newspaper resembling 
in character the San Francisco 
Bulletin, Denver Post, St. Louis 
Post-Dispatch, etc., with all the 
alertness of one of the “yellows,” 
yet none of their weaknesses. He 
also had his eye on the tempting 
rural route circulation throughout 
Oregon, as well as on the Sunday 
field. The local field was only half 
the proposition. In politics the 
Journal was to be independent, with 
a Democratic leaning, but taking up 
city and State issues by the right 
handle, irrespective of party, and 
fighting for them. Some solicitors 
were put into the advertising de- 
partment, but—and this is an im- 
portant point—the Evening Jour- 
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nal under its present owner has 
employed only three subscription 
men. The growth of the paper 
has been brought about almost en- 
tirely by making a live paper in a 
field where a newspaper monopoly 
had existed long enough to create 
a demand on the part of readers 
for competition. 

Several important issues have 
served to advertise the Evening 
Journal and give it circulation. 
The paper first attacked the pro- 
fessional gambling element in 
Portland, and drove the gamblers 
out of town. In an Eastern com- 
munity the sentiment of the peo- 
ple would ‘be behind any such at- 
tack. But in the West from its 
earliest settlement there has been 
wide toleration and sympathy: for 
gamblers. The Journal had acu- 
men to see that the decent ele- 
ment now prevailed in its com- 
munity. The attack was made 
against the better judgment of 
Mr. Jackson’s advisors. Mr. Jack- 
son, however, went on, and so did 
the gamblers in a few weeks. 

Next there came up a fight on 
the liquor question. Oregon has 
always been a “wide open” State. 
But new legislation was proposed 
to permit towns that wanted pro- 
hibition to have it on local option 
vote. This was a measure not 
exactly popular with the brewery 
and liquor interests, but the Jour- 
nal supported local option. One 
of its stockholders met Mr. Jack- 
son in the street the day after it 
had become known that the paper 
was for local option, and spoke 
anxiously of the advertising that 
came from liquor interests. 

“Do you think it’s exactly wise 
to oppose——” ‘he began. 

“Now, see here,” said Mr. 
Jackson, “you folks told me when 
you brought me down here that I 
could follow my own judg- 
ment——” 

“Well, go ahead; follow it,” 
was the hasty reply; “Nobody's 
stopping you, are they?” 

Local option won in Oregon and 
the Journal gained hundreds of 
new subscribers, for its-action was 
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commended by preachers in their 
pulpits and contrasted with edi- 
torial lukewarmness in other 
quarters. And after local option 
was put into effect even the liquor 
interests found themselves as well 
off as ever. 

A Sunday issue was established 
in March, 1904. By this time 
Portland had what it had never 
enjoyéd before—a newspaper that 
could be purchased on the streets 
for less than five cents. In the 
days when no such coin as the 
copper cent was known west of 
the Missouri river the papers es- 
tablished five cents as their street 
price, though when delivered at 
subscribers’ homes the price was 
about the same as that for a good 
two or three-cent paper in the 
East. Everyone subscribed, while 
street sales were made chiefly to a 
transient public that could afford 
a nickel for a paper daily. But 
Mr. Jackson decided that there 
were hundreds of working people 
who could not subscribe for the 
paper because they lived in out of 
the way homes, yet who would be 
glad to buy it. So the street price 
was cut to two cents, putting the 
paper in reach of those who could 
not pay thirty cents a week for it. 
Experienced street hustlers were 
hired. The copper cent was gen- 
erally used by department stores in 
Portland, so it was not necessary 
to follow the example of the 
Chicago News and import these 





coins. In a short time a large 
street patronage was built up. 
Where about 400 copies were 


formerly sold to drummers and 
business men on the streets, the 
Journal now sells 1,500 copies 
daily, and these sales are growing 
as fast as any other item of cir- 
culation. 

Subscribers were secured on, the 
plan of the Saturday Evening Post 
—that is, boys were interested in 
the work of establishing routes 
for themselves, and to encourage 
them in canvassing for their first 
patrons the Journal gave them 
free copies as a start in business. 
This has put the paper into so 
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many homes in Portland, at small 
expense, and hardly any cost for 
canvassing, that Mr. Jackson 
stated recently, while at the con- 
vention of the American News- 
paper Publishers’ Association, that 
the Journal now has more circu- 
lation in Portland than the Ore- 
gonian and Telegram together. 
This applies also, he says, to the 
whole State of Oregon. The 
Journal’s daily average for 1905, 
as reported to Rowell’s American 
Newspaper Directory, was 21,296 
copies. The present average of 
the Sunday and daily editions 
combined per issue is in excess of 
25,000, according to Mr. Jackson. 
The daily has doubled its circula- 
tion in the past eighteen months. 
The Journal was recently added to 
the star galaxy, 

In advertising, too, the paper 
has shown remarkable growth. It 
carries the business of every de- 
partment store in Portland, has a 
growing volume of foreign busi- 
ness, and is doing such effective 
work in the way of educating new 
retail advertisers in its city that 
much new local advertising has 
been developed. The New York 
representation of the Journal is in 
the hands of Vreeland & Benja- 
min, 150 Nassau street. Mr. Jack- 
soi still owns the Pendleton East 
Oregonian, but his time is now 
entirely taken with the Portland 


property. He stated that two 
noteworthy facts in connection 
with the latter were: first, that 


when he bought it he paid more 
than it was worth, and, second, its 
conversion into a paying property 
had cost $100,000 less than he had 
estimated, 
Jas. H. Co tts. 
sts a 
CLOTHES-LINE ADVERTISING. 


Now that all the space facing the 
Brooklyn end of the bridge has been 
covered with advertising signs, a resi- 
dent on lower Fulton street has solved 
the problem of adding to the collection, 
In his yard a clothes-pole rests against 
the bridge roadway; from this pulley 
ropes run to the windows. On these 
lines signs are fastened with clothes- 
pins, and-there they flutter, surround- 
ed by the week’s washing.—New York 
Post, 
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A DEMONSTRATION PLAN 
OF ADVERTISING. 


One of tthe latest developments 
of the National Biscuit (Company’s 
advertising—and one of the most 
satisfactory that the company has 
ever used, it is said—was devised 
more than a year ago by A, W. 
Green president of Tog “biscuit 
trust,” and is now being actively 
operated by six crews of demon- 
strators, three in the East and 
three in the West. On the priu- 
ciple that nothing advertises goods 
like the goods themselves, Presi- 
dent Green sent a trial crew on 
the road in the fall of 1904. This 
crew was made up of ten men, 
and before starting out spent 
more than a month drilling and 
rehearsing. Leaving New York, 
it went direct to a good-sized city 
in the Middle West. Here a large 
hall was hired for a week—the 
Masonic Temple. In towns visited 
subsequently a theater might be 
used, or any large auditorium 
which the people look upon as 
a center of interest. With each 
crew went two salesmen and two 
decorators. The former canvass- 
ed all the leading grocers and in- 
duced them to stock up with extra 
supplies of National Biscuit prod- 
ucts, particularly the better kinds 
seldom carried in large quantities. 
For the company has more vari- 
eties of goods than Heinz with 
his “fifty-seven,” and a range in 
price from a five-cent package to 
fancy biscuits costing eighty cents 
a pound. The crew carried big 
trunks full of draperies and other 
decorative materials, with which 
the hall was tastefully embellish- 
ed. When this work had been 
accomplished the decorators 
dressed windows for grocers, giv- 
ing each store an individual Na- 
tional Biscuit exhibit. A press 
agent is also one of the crew, and 
his duty is to insert advertising 
in local papers and prepare read- 
ing notices. Meanwhile the other 
men were active among represen- 
tative society women in the place, 
leaders of fashion being invited 





to act as patronesses. In many 


cities the list of patronesses in- 
cludes wives of city officials, lead- 
ing bankers and merchants, etc. 


Every care is taken to give the 
whole scheme a good tone. With 
the aid of patronesses a list of 
women is made out, and each re- 
ceives a formal invitation to an 
afternoon reception in ithe audi- 
torium selected, coming as the 
guest of the National Biscuit 
Company. The invitations, the 
newspaper notices, the gossip 
among women themselves and the 
air of novelty that pervades the 
whole plan, always results in a 
large attendance at the receptions. 
As women enter the hall they are 
drawn into a cleverly arranged 
system for exhibiting National 
Biscuit products. Individual 
tables are placed around the room, 
and at each a member of the dem- 
onstration crew, who are dressed 
in business suits that are all alike 
and constitute a quiet uniform, 
gives a talk lasting five or ten 
minutes on one of the products. 
Cleanliness, wholesomeness, the 
inner-seal package, ways of serv- 
ing, etc., are explained in an en- 
tertaining way. Samples are giv- 
en to the guests, and they go from 
one table to another. This part of 
the demonstration work comes in 
for the most careful rehearsal, for 
its object is to entertain, to make 
guests comfortable, and to avoid 
the crush and disorder that often 
characterize food demonstrations 
in large stores, where a promis- 
cuous crowd is admitted. From 
three to five o'clock is the hour 
for the reception, and in large 
cities several are held on, success- 
ive days. Souvenirs of consider- 
able value and beauty are given to 
the guests, refreshments are serv- 
ed, and after the affair is over a 
distinct impression has been made 
upon the community. Nothing is 
sold, of course, so the demonstra- 
tions send people direct to gro- 
cers, who are prepared with a full 
line of Nabisco goods. 

Nabisco crews “A,” “B” and 
“C” are now working west of 
Chicago. They were the first to 
be sent out, and comprise thirty 
men all told. So successful has 
the demonstration work been in 
promoting sales that crews “D,” 
“E” and “F” were started out last 
December with thirty more men, 
going to towns along tthe southern 
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Atlantic Coast until the swagger 
winter resorts of Florida were 
reached in the height of the sea- 
son. As spring advanced these 
crews came North, and during the 
summer were found at work 
among the resorts of the Maine 
coast. At present they are in 
Pennsylvania and New York 
State. 


PERMANENTLY SUSPENDED. 
INDIANAPOLIS, Feb. 27, 1906. 
Editor of Printers’ INK: 

The Indianapolis Sentinel, which has 
been in existence for more than sixty 
years, permanently suspended publica- 
tion on the 24th, the result of con- 
tinued lack of patronage. The Senti- 
nel has been the organ of the Indiana 
Democracy since the beginning of that 
party. The late owner, Samuel E. 
Morss, put up a fine new building, and 
installed a complete new mechanical 
equipment, at an outlay of more than 
$150,000. The burden of the debt thus 
entailed could not be carried by the 
paper. Two years ago, Thomas Tag- 
gart, Chairman of the Democratic Na- 
tional Committee, in an effort to pro- 
tect the Morss estate, and probably 
with some personal and political con- 
sideration in view, took charge of the 
paper, About six months ago, H. C. 
Harmyer and R. W. Allen, head of the 
Cincinnati Post, took nominal charge 
of the paper, and worked heroically to 
pull it through, but their efforts were 
in vain. Two weeks ago the entire 
property was put on the market, and 
there were several bidders. The In- 
dianapolis News has bought the entire 
plant, which is now for sale. It in- 
cludes two modern Hoe presses, 10 
Mergenthaler Linotypes, and a com- 
plete outfit of type and accessories, 

This leaves but three daily papers in 
Indianapolis—the Star (morning) and 
the News and Sun (evening). 

Very truly yours, 
Tue INnpIANAPoLIs NEws. 


A CORRECTION. 
924 Arch Street, 
PHILADELPHIA, March 1, 1906. 
Editor of Printers’ INK: 

In your issue of Feb. 28th, under the 
article “An Important German Daily,” 
you state that there are at least 100,000 
Germans in Philadelphia; this is in- 
correct, the U. S. census of 1900 cred- 
its this city with a German population 
of over 350,000. 

GerMAN Datty GazettE PUuBLISHING 
Company, 
Howard C. Story. Adv. Mer. 








Ler the advertising solicitor have a 
chance to tell his story in full, once 
at least, even if he represents a souve- 
nir programme. His stock in trade is 
ideas, and you may need some of his 
in your ‘business,—Infant Industries. 


ARE THERE ANY? 

SHERBROOKE, Que., Can., Mar. 2, ’o6. 
Editor of Printers’ INK: 

Can you give me any information as 
to whether there is on the market 
anywhere, a machine for selling news- 
papers, on the principle of dropping the 
money in the slot and take out the 
paper? 

Yours truly,-. " 
L. S. CHANNELL. 





WHAT THEY USE. 


Our friends the editors will send 
Rejection slips that ne’er offend, 

The while they’re ever wide awake 
For news that’s news and not a fake. 


They want the best and all the news, 
And. use whatever meets their views. 
Fresh it must be, right up to date, 
Ahead of time, but never late. 


The magazines are ever full 
Of brightest best obtainable, 
Though oft some glaring fault or sin 
Will find its way, come stealing in. 


The papers have their columns filled 

With latest news, boiled down, distilled. 

Their “ads” so interesting, to, 

“We're bound to read ’em through and 
through.” 


These editors, why they’re a friend 
When they reject the stuff we send, 
And oft to struggling writers state 
“Don’t send your manuscripts too late.” 

—E. V. Benedict, Traverse City, 
Mich. . 








Taking into consider- 
ation the number of 
copies sold, the char- 
acter of the circula- 
tion and the price 
charged for advertis- 
ing, THE CHICAGO 
RECORD - HERALD 
is the best advertis- 
ing medium in the 
United States. It is the 
only morning paper 
in Chicago that tells its 
circulation every day. 
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THE WANT-AD MEDIUMS. 


199 College Street, 
Toronto, March 5, 1906. 
Editor of Printers’ INK: 

Would you kindly let me know which are 
some of the principal ‘‘ Want-Ad ” mediums 
in the United States. 

Sincerely, 
Frep. W. Burry, 
Editor Fred. Burry’s ¥ournal 


Printers’ INK carries in each 
issue a department called the 
Want-Ad Mediums. It appears 
generally just preceding the 
double-center page. The depart- 
ment is perhaps not as complete 
as it ought to be although pub- 
lishers are often reminded of its 
importance. Perhaps the twelve 
or more of the most prominent 
want-ad mediums in the United 
States that Mr. Burry should re- 
member are the Chicago Daily 
News, Indianapolis News, the 
Star League papers of Indiana, 
the Denver Post, the Washington, 
D. C.. Star, the Des Moines, Ia., 
Capital, the Boston, Mass., Globe, 
Boston Transcript, Minneapolis 
Journal, Minneapolis Tribune, 
New York Herald, the New York 
World, the Philadelphia Press, the 
Philadelphia Bulletin, the Phila- 
delphia Record, the Philadelphia 
Inquirer. 


THE GOLD MARKS. 


The so-called Gold Marks, 
which many publishers earnestly 
covet, are defined as follows in 
Rowell’s American Newspaper 
Directory: 

(@O) Advertisers value this paper 
more for the class and quality of its 
circulation than for the mere number 
of copies printed. Among the old chem- 
ists gold was symbolically represented 
by the sign ©.—Webster’s D‘ctionary. 

Whenever a publisher expresses 
a desire that the Gold Marks be 
accorded to his paper, he is given 
an opportunity to submit the rea- 
sons why he thinks himself eligible 
to the distinction. If his claim 
is considered sound, and strong 
enough, by the editor of the Di- 
rectory, the Gold Marks are ac- 
corded. Whether or not the 
claimant’s request is acceded to, it 
is the custom of the Directory 
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publishers not to enter upon cor- 
respondence in regard to the sub- 
ject. 

The claim given below is pre- 
sented as a good specimen of the 
sort of arguments which carry 
weight when the time comes to 
consider the different Gold Mark 
cases: 


AucustA, Ga., Oct. 26, 1905. 
Rowell’s American Newspaper Directory, 

New York, N.Y.: 

GenTLemEN—Is not the Chronicle entitled 
to the “Gold Mark” in Rowell’s American 
Newspaper Directory? 

The Chronicle, as you may know, is the oldest 
newspaper in the Southern States—established 
1785. It has been going into the same families 
in Eastern Georgia and Western South Caro- 
lina for forty-fifty and even sixty years or more; 
indeed, we had one subscriber to call at our 
office a few weeks ago, who has been a con- 
stant reader of the Chronicle for more than 
seventy-five years. There are few newspapers 
in the United States that can make such a 
showing. 

Besides this the Chronicle has a practically 
exclusive territory in Eastern Georgia and 
Western South Carolina; this territory cannot 
be properly covered by the advertiser in any 
other newspaper, or in any three newspapers 
that we know of. 

While not equaling in circulation some of 
the dailies of the larger cities of the South, the 
Chronicde is equal in prestige to any of them. 
To say the least, it certainly stands in as high 
aclass as the Savannah Morning News and 
the Columbia State, its nearest competitors. 

We invite your attention to sample copies of 
the Chronicle which we are mailing you under 
separate cover. Augusta is a city of 50,000 
population. We ask you where you will find 
in a city of this size a newspaper that is better 
than the Chronicle in appearance, in the 
volume of business carried or in the general 
scope of its news? 

e make a sworn circulation statement (and 
our circulation is steadi!y growing, notwith- 
standing the fact thaton January rst last we 
increased the price of the paper from $6.00 to 
$7.00), permit our records to be examined by 
the American Newspaper Advertisers’ Associa- 
tion, and our circulation books are at all times 
open to the public. 

What more could any newspaper be, or what 
more could it do, that would entitle it to the 
very highest rating as to quality of circulation? 

Yours truly, 
THE AvuGUsTA CHRONICLE 

ComPAny, 

T. W. Loyless, Editor and Business Mgr. 


PUBLISHING 


THE net average circulation of 
the Philadelphia Bulletin for Feb- 
ruary, 1906, was 226,641 copies per 


day. This is a gain of 13,833 over 
the January daily average, 


THE firm of Leith & Stuart, special 
agents, 150 Nassau street, New York, 
has been dissolved by mutual consent. 
Mr. Leith, fer se, continues the busi- 
ness. 
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EArt Cummuines, for several 
years connected with the business 
department of the Rockford, Il- 
linois, Register-Gazctte, will open 
an advertising agency in that city 
April first. 





AFTER a most successful year 
as advertising manager of the 
Herald at Decatur, _ Illinois, 
Everett A. Holman will assume 
charge of the advertising depart- 
ment of the Pueblo, Colorado 
Chieftain, 











THE Joliet, Illinois, News has 
furnished Rowell’s American 
Newspaper Directory with a de- 
tailed circulation statement every 
year since 1894. The average 
number of copies printed daily 
during 1905 was 6,610. 





Tue publishers of the Philadel- 
phia Public Ledger assert they 
carried 80,695 more lines of ad- 
vertising in February, 1906, than 
in February, 1905, of which the 
week-day issue gained 50,848 lines, 
the Sunday 29,847; there was also 
during the month a gain of 12,874 
distinct and separate advertise- 
ments, a total of-41,742 this Feb- 
ruary against 28,868 last. 





MEDICAL _FAKIRS. 


A number of newspapers have 
excluded the advertisements of 
the weak-manhood fakirs and 
similar dirty publicity for which 
they received pay—tainted money. 
It is now up to the legislature or 
the city authorities to prohibit the 
distribution of filthy literature in 
Cwelling houses and offices. A 
conspicuous offender of that sort 
is one John F, Fraser, 249 W. 
34th street, New York, who at- 
taches an M. D. to his name. In 
his preface this man says: 


Though at first sight the idea of such a 
distribution of my literature seemed some- 
what repulsive to me, from the standpoint of 
professional modesty and decorum. 

The college or university who 
turned out this specimen of pro- 
fessional decorum cannot be proud 
of him. 
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One of the rottenest newspa- 
pers that advertisers have had to 
deal with for the last forty years 
was the Indianapolis Sentinel, One 
of the cleanest and most satisfac- 
tory, on the other hand, has_ been 
the Indianapolis News. The 
News has recently ‘bought the 
Sentinel outfit and put the paper 
out of business. Where the car- 
cass is buried the vine cannot help 
but flourish. Long life and radiant 
prosperity to the Indianapolis 
News. 





Ow1nc to the recent change in 
ownership of the stock of the A. 
N. Kellogg Newspaper Company, 
M. A. Myers will soon retire 
from service in that company. He 
began as a compositor nearly 
thirty years ago, and for over 
twenty-five years was Western 
advertising manager,, and from 
September, 1904, to January of 
this year was president and gen- 
eral manager. During his in- 
cumbency as president the busi- 
ness of the company was unusual- 
ly prosperous. Mr. Myers would 
prefer to continue in the adver- 
tising or publishing line or a com- 
bination of both. His head- 
quarters are in 71 West Adams 
street, Chicago. 


THE ST. JOSEPH, MO., 
“NEWS-PRESS.” 


A booklet comes from the office 
of the St. Joseph, Mo., News- 
Press which contains much of an 
informative nature for the adver- 
tiser. The detailed circulation re- 
port for 1905 is given in full, 
showing an average of 35,158 for 
the year. The distribution is 
carefully analyzed and every town 
shown where more than 25 copies 
go regularly. The growth of the 
paper from year to year is set 
forth in plain figures, and to 
clinch the telling argument for the 
publication which the circulation 
figures advance, ten pointed rea- 
sons are noted why the News- 
Press is the leader in Northwest 
Missouri. Smith and Thompson 
are the paper’s Eastern representa- 
tives, 
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PRINTERS’ INK comes to us reg- 
ularly and it contains much in- 
formation of interest and useful- 
ness to us.—Joplin, Mo., News- 
Herald, March 1, 1906. 


THE LARGEST DAILY CIR- 

CULATION IN CANADA, 

The Montreal, Canada, La 
Presse has the largest circulation 
of any daily in the Dominion, The 
actual daily average for 1905, as 
shown by a detailed statement filed 
for use in Rowell’s American 
Newspaper Directory for 1906, 
was 96,771 copies. 


Rev. Dr. Davip C. Burret, of 
the Marble Collegiate Church, and 
Frederick Morgan Davenport, 
professor of political science at 
Hamilton College, were guests at 
the annual dinner of the Ameri- 
can Newspaper Publishers’ Asso- 
ciation, held in New York City, 
and politely used the time allotted 
them in throwing disparagements 
upon the Newspaper profession. 
Dr. Burrell is quoted by the Times 
as having made a number of re- 
marks on “the knowledge, or lack 
of knowledge, of editors on sub- 
jects theological, which brought 
forth much applause and laugh- 
ter.’ He declared with vehemence 
that he did not care what the edi- 
tors thought—that what he wanted 
was the news. But the rest of 
his address was very largely de- 
voted to scoring the newspapers 
because they did not give him a 
few other things. Dr. Burrell con- 
cluded his address with the min- 
isterial remark, “I know how 
great a temptation it is to tell a 
lie—in fact you newspaper men 
will not know the awfulness of 
the temptation until you become 
ministers. As the little boy says, 
‘A lie is an abomination in the 
sight of the Lord, but an ever- 
present help in time of trouble.’ ” 

Professor Davenport said, “You 
know the proverbial instructions 
given to every reporter, ‘If you 
run against anything mighty good, 
bring that in; if you run against 
anything mighty bad, bring that 











in,’ and the result is that the av- 
erage daily newspaper looks like 
a cross between Lyman. Abbott’s 
Outlook and Col. Mann’s Town 
Topics.” There were many other 
allusions and illustrations which 
were either apropos of nothing, or 
‘were expressions of a desire on the 
part of the speakers to reform the 
press and bring it up to their ex- 
pressed ideals, which might have 
something in common with the 
little boy’s “ever present help” of 
men who love to hear themselves 
talk—The National Advertiser. 


IN SPOKANE, WAISH. 

A federation of all the commer- 
cial clubs in the Spokane country 
was perfected this week at a meet- 
ing largely attended by delegates 
from commercial corporations, 
boards of trade, and_ similar 
‘bodies from various small towns 
and cities in this part of the coun- 
try. It is believed this organiza- 
tion will be far-reaching in the 
work of developing the Pacific 
Northwest. An executive com- 
mittee was chosen, consisting of 
six members from as many dif- 
ferent clubs. They will prepare 
constitution and by-laws, will em- 
ploy a paid secretary, and will 
have charge of the advertising of 
this portion of the country which 
will be done by this organization. 
Spokane will be the headquarters 
of the Association of Inland 
Empire Commercial Clubs. A 
meeting will be held in  Spo- 
kane each year on the first 
Tuesday of February and also 
the last of September or first of 
October. F. E. Goodall, president 
of the Spokane Chamber of Com- 
merce, probably will be made the 
head of the new organization. It 
was provided that each commer- 
cial club or county shall provide 
for an exhibit of the resources of 
its district, which shall be kept in 
Spokane in connection with the 
Spokane Chamber of Commerce. 
The executive committee was 
authorized to choose a _ finance 
committee to raise funds for ad- 
vertising, 
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.A Roll of Honor 


(FOURTH YEAR.) 


No amount of money can buy a piace in this list fora paper not having the 
requisite qualification. 





Advertisements under this caption are accepted from publishers who, accord- 
ing to the 195 issue of Rowell’s American Newspaper Directory. nave submitted for 
that edition of the Directory a detailed circulati auly signed and datea. 
also from publishers wno for some reason failed to obtain a figure rating im the 1905 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 1906 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL oF Honor of the tast named character are marked with an (>). 








These are generally regarded the publishers who believe that an advertiser has a right 
to know wnat he pays his hard casn for. 


t™" Announcements under this classification. if entitled as above. cost 2U cents per 
line (two lines are the smallest advertisement taken) under a YEARLY contract, $2U.80 for 
a full year. 10 per cent discount if paidwholly in advance. Weekly, monthly or quarterly 
corrections to date showing increase of circulation can be made, provided the publisher 
sends a statement in detail, properly signed and dated, covering the additional period, 
in accordance with the rules of the American Newspaper Directory. 


privilege of using the star emblem in their advertisements in the Roll of Honor at 
the regular rates of twenty cents aline. The extent and full meaning of the Star 
Guarantee is set forth in Rowell’s American Newspaper Directory in the catalogue 
description of each publication possessing it. No publisher who has any doubt 
that the absolute accuracy of his circulation statement would stand out bright and clear 
after the most searching investigation, would ever for amoment consider the thought of 


securing and using the Guarantee Star. 
Denver. Post, daily. Post Printing and Pub- 
ALABAMA. lisning Co. Arer. for 1905, 44.820; Sy. 60.104, 
Birmingham. Ledger. dy. Average for 1905, | Average for Feb. 1906, dy. 50,182; Sy. 67.884. 
22,069. Best advertising medium in Alabama. ere 


' Publications which have sought and obtained the Guarantee Star have the 


t@™ The absolute correctness ofthe latest 


ARIZONA. circulation rating accorded 

Phoenix. Republican. Daily aver. 1904 6.889. the Denver. Post is guaran- 
Leonard & Lewis, N. Y. Reps., Tribune Bldy. UA teed by the publishers of the 
Onn y American Newspaper Direct- 

ARKANSAS. iaaeh = Ory, who will pay one hun- 


dred dollars to the first per- 


Fort Smith, Times. dy. Act. av. 1905,8,781. 
son who successfully contro- 


Actual aver, for Oct., Nov. and Dec., 1906, 8.968. P 
verts its accuracy. 


CALIFORNIA. CONNECTICUT. 


Fresno. Evening Democrat. Average April, 
5.195. Williams & Lawrence, N. ¥. & Chicago. | »4reonia, Sentinel ay. Aver. for 1905, 5.088, 





Mountain View. Signs ofthe Times. Actuai Bridgeport, Evening Post. Sworn daily av. 
weekly average for 1905, 22.580. 1905,11,025, E. Katz, Spec. Agt.,. N. Y. 
@akland, Herald, Average Bridgeport. Telegram-Union. Sworn daily 
1905, 10,260. Only Pacific Coast av, 19/5.10,171. E. Katz. Spec. Ayt., N.Y. 


Ua daily circulation guaranteed by arent evening. Actual average 


TEED Rowell’s American Newspaper) Meriden. Morning Record and Republican. 
Directory. Daily average for 1905, 7.578. 


Oakland, Tribune,evening. Average for 12 


months ending December 34, 1905, daily 18,481. 


The Billboard. America’s: Leading Theatri- 
tal Weekly, San Francisco office, 37 Phelan, 806 
Market St. Rube Cohen, Mgr. 


San Francisco. Call, d’y andS8’y. J.D. Spreck- 
als. Actual daily average Py? year ending 
Dec, 1905, 62,941; Sunday, 88,818. 





San Francisco. Sunset Magazine, monthly, 
literary; two hundred and eight pages, 5x8. 
Circulation: 1904, 48,916: 11 months 1905, 
59,545. Home Offices, 431 California Street. 


San Jose. Morning Mercury and Evening 
Herald, Average 10h 10,578. 


COLORADO. 


Denver, Clay’s Review, weekly; Perry A. eg 
Actual aver. for “404, 10,926, for 1905, 11,688, 





New Haven. Evening Register. daily. Actual 
av, for 1905, 18,711: Sunday, 11,811. 

New Haven. Pal!adium, dy. Arer. 1904,7.8573 
1905, 8,686. E. Katz, Sp. Agt..N.Y. 

New Haven. Union. Average /905,16,209. 
Dec., 1905,16,%888. E. Katz, Spec. Agt., N.Y. 

New London, Day, omy Aver. 1905, 6,109, 
E. Katz., Spec. Agt.,N. Y. 

Norwalk, Evening Hour. Daily average year 
endii:g Dec., 1904,8.217%. Aprilcirc., as certified 
by Ass'n Am. Adv’rs. all returns deducted, 2,869. 

Norwich. Bulletin, morning. Arerage for 
1904, &.850; 1905, 5,920; Dec., 6,122, 


Waterbury. Republican. dy. Aver. for 1904. 
5.770. La Coste & Maxwell Spec. Agents, N. Y. 


DELAWARE. 


Wilmington. Every Evening. Average guar- 
anteed circulation for 1904, 11,460, 








DISTRICT OF COLUMBIA. 
Washington. Evening Star, daily and Sun- 
day. Daily averuge for 1905. 85.550 (O©) 
- FLORIDA. 
Jacksonville. Metronolis, dy. Av. 1904,8.760, 
Average (95,8,980. E. Katz, Sp. Agent. be A 
GEORGIA. 
Atlanta. Coustitution. Daily average 1905, 
38,590; Sunday, 48.751. 
Atlanta. Journal, dy. Av. 1905,46.088. Suu- 
day 47.998. Semi-weeiiy 56.781. 
Atianta. News Actual daily average 1905, 
24.402. S. C. Beckwith. Sp. Ag., N. Y. & Chi. 
Auguata, Chronicle, 
1905 average. 6,048. 
Nashville, Herald. Arerage for March. April 
and May, 1,87. Richest county in So. Georgia, 
ILLINOIS. 


Cairo. Citizen. Daily Average 1905, 1,052. 
poome 1904, 1.127%. 


Only morning paper. 


hampaign. News. Oct.and Nov., 1905,no issue 
of a lees than 8.010; @’y and wicly, 6,200, 


Chieago. Bakers’ Ilelper, monthly ($2.00). 
Bakers’ Helper Co. Arerage for 1905,4.100(@0). 


Chicago, Breeders’ Gazette. weekly, $2.00. 
Average circulation 1905. to Dec. sist, 66,605. 


Chicago, Examiner. Arerage for 1905. 144,- 
806 copies duily; 9% of circulation in city; 
larger city circulation than any two other Chi- 
cago morning papers combined. Examined by 
Association of American Advertisers. Smith & 
Thompson, Representatives. 


Chicago. Farmers’ Voice and National ooeet 
Actual aver., 1905, 80.700. Jun.,, 1906, 42,46¢ 


Chieago. Gregg Writer. monthly. Shorthand 
and Typewriting. Actual areruye 1904. 18.750. 


Chieago. Inland Printer. Actual average cir- 
culation Jor 1904, 18.812 (OO). 


Ohieago,. Orange Judd Farmer. Only agricul- 
tural weekly covering the prosperous Western 
States. Circulation is Mies less than 90.000, 
The count made Oct. 20, 1905, showed 85,120 
paid subscribers. Keaches moomty 90% of the post- 
offices in Nebraska; 80% of the postoffices in 
Illinois. Michigan, Wisconsin, Iowa and Minn- 
esota; half the postoffices in indiana and Kansas 
and two thirds of those in the Dakotas. All ad- 
vertisements guaranteed. 


Ohieago, Record-Heraid. Average 1904, daily 
145.761. Sunday 199.400! average 1905, daily 
146.456, Sunday 204.559. 
t@The absolute correctness of the latest 

circulation rating accorded 
the Chicago Record-Herald 


GUAR is guaranteed by the pub- 


TEED lishers of Rowell’s American" 


Newspaper Directory, who 

will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 

Chieago, Svenska Nyheter weekly. 
average December, 1005, 2 75. 

Chicago. System. monthly. The System Co 
pub. astern office | Madison Ave., N Y. Arer- 
i. year ending, March, 1906, 50.556. Cur- 

average in excess of 60. 000. 

The Billbeard. America’s Leading Theatri- 
cal Weekly. Chicago office, 87 South Clark St.. 
Suite 61. ’Phone Central 5934. W. A. Patrick Mgr. 

Kewanee. Star-Courier. Actual average cir- 
culation, 1905, daily, 8.297. weekly, 1.298. 

Peoria. Evening Journal, on - Sunday. 
Sworn daily average for 1905, 18. 


Peoria. Star, evenings ana se morning. 
Actual average for 1905, d’y 21,042. S’y 9,674. 


INDIANA. 


naville. Journal-News. Ar. for 1905, ag 
oas. Sundays over 15,000. E. Katz, 8. A.,N.¥ 


Sworn 








24 PRINTERS’ INK. 


Munele, Star. 
Sunday 16,908. 


Notre Dame. The Ave Maria, Sapewe weekly. 
Actual net average Jor 195, 24.890 


Py eee Sun-lelegram. Sworn ar, 1905, dy. 


Average 1905 daily, 27,500. 


South Bend. Tribune. Sworn daily average, 
1905,%.205. Sworn aver. for Jan., 06, 7,428, 


IOWA. 
Clinton, Advertiser, Average Dec. 1905, 
11,255. City Circulation, 8, 048, which is 
double that ow any other paper. 


Davenport. Times, Daily arer. Dec,, 11.408, 
Circulation in City or total guaraiteed greater 
than any other paper o or no pay Jor space, 


Dea Moines. Capital. aaily. Lafayette Young, 
publisher. Actual average suld 1:95, 89.178 
Present circulation over 40.000. City and State 
circulation largest in Iowa. More local advertis- 
ing in 1905 in 382 issues than any competitor m 
365 issues. The rate jive cents a line. 


Keokuk, ‘mens City, Daily av. 1904, 8,445; 
1905, 8.406. 


Muscatine. Journal. Daily av. 1905, 5,882. 
hemi~veckly 8,093. 


Sioux £ity, Journal. daily daily, Average for 1905, 
sworn, 24.961. Jor Dec., 1%5, 26,518, 
Priuts most news and most forei n and local ad- 
vertising. Read in 80 per cent of the homes in city. 
Sioux Olty. Tripune. yn. Net sworn 
daily, average 1905, 24,287 : Feb.. 1906, 26.426. 
paper of largest paid circulation. ’ Ninety 
r cent of Sioux City’s reading public reads 
he Tribune. Only Lowa paper that haa the 
Guaranteed Star. 


KANSAS. 
Uutchinaon. News. Daily 1905, 8.485. _E. 
Katz, Special Agent, N. Y. . 
KENTUCKY. 


Harrodaburg. Democrat. Put it on your 1906 
list; 3c. per 1,000; Al. Proven av. cir., 3.582. 


, Lextngren. Leader. Ar. 705. evg. 4.694, Sun. 

6.168, £. Katz, Spec. Agt. 

Louiaville. Times. Daily average year ending 
June 30, 1905,86.025 (48). Beckwith Agency, Rep. 


hg yg Journal of Labor, wkly—Accepts 
only the best class of advertising and brings 
results trom the best class of wage-workers, 


LOUISIANA. 
New Orleans. Item. official journai of the 
vity. <Av.cir. sirst eight months 1905, 22,095. 


MAINE. 
Augusta. Comfort, mo. W. H. ‘aaa pub. 
Actual averaye Jor 1905, 1.269.578 





Augusta. Kennebec Journal, dy. and wy. 
Average daily, 1905, 6.986. weekly, 2.090. 


9 aaa: Comments. Average Jor 1905, datly 
9,458. weekly 29,117 


Dover. a Observer. 
average 1905. 2.0 


Lewiaton. Eeentag Journal, daily. Aver. for 
1905, 7.598 (© ©). weekly 17.448 (© ©). 


Phillips, Maine Woods ana Woodsman,week ly, 
J. W. Brackett Co. *Arerage for 1905. 8.07%. 


Portland, Evening Express. Average for 1905, 
daily 12,005. Sunday Telegram, 8,428. 


MARYLAND. 
Baltimore, American, dy. Aver. to June 30, ’05, 
64,068. Sun., 58.818. No return privilege. 


Baltimore. News, daily. Evening News Pub- 

lishing =e” Average 1905, 60.678. For 
‘ebruary. 1906, 64.869, 

The absolute correctness of the 

litest circulation rating accorded 


Actual weekly 





TAL the News is quaranteed by the 
AN ublishers of Rowell’s American 
EEO ewspaper Directory, who will 


pay one hundred dollars to the 
—_ who successfully con- 





troverts its accuracy 


ay 
Ps 
? 





























PRINTERS’ INK. 25 


MASSACHUSETTS. 

Boston. Glove. Average 1905, daily, 192,684. 
Sunday, 299.648. “Largest Circulation Daily 
uf any twocent paper mm the United States 
vo.000 more circulation than any other Sunduy 
piper in New Englund” advertisements go in 

moruing and asternoon editions for one price, 
s@ The absolute correctness of the latest 
circulation rating accorded 
; the Boston Globe is guaran- 
fAerav<wy teed by the publishers of 
AN the American Newspaper 
uaa Directory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 

accuracy. 


Boston, Evening Transcript (OO). Boston’s, 


tea table paper. Largest amount of week day adv, 


Boston, Post. Average for Feb., 1906, Boston 
Daily Post.280.1293 Boston Sunday Post, 2 
261. Daily gain over February, 4905, 12 ts 
‘Sunday = ree February, 195, 46.180. Flat 
rates, r. aily. 20 cents; Sunday, 18 cents. 
madly Great tbr cakyust Table Paper of New Enj- 

an 








Circulation of the Boston DatLy Post 
and the Boston Sunpay Post, Day by Day, 
for the Month of February, 1906. 


FEB. SUNDAY | DAILY. _ 
235,970 
229,940 
227,960 








221,350 
230,900 
228,000 
226:510 


227,050 
2277100 
227/800 


228,700 
226,700 


224,550 


234,900 


244,645 








Total, Daily 
Post, 24 days 5,523,100 
Total, Sunday 
Post, 4 days 925,445 
Daily Average. a. 12 
Sunday Average. Bel 
Gain of Reb. 1906, Daily Aver- 
age qrett eb., 1905, 14 7. 
Gain o f Feb. gee. Sunday A Aver- 
age over Feb., 
The above is a "setae statement of the 
number of coriplete cones = printed. 
IZIER 
Boston, March 1, 1608 sen Manager. 














Fall River. News. Largest cir’n. Daily ar. ’05, 
6,6638(:6). Robt. Tomes, Rep., 116 Nassau St.. N.Y, 


Springfield. Farmand Bape. National Agri- 
cuitural semi-monthiy. Total paid circulation, 
872.564, Distributed at 59,164 postoffices. 
Eastern and Western editions. All advertise- 
ments guaranteed. 





Springfield. Good Housekeeping, mo. .iver- 
age 195, 206.088. No issue iess than 200.000. 
All advertisements guaranteed. 


Springfieid. New England Homestead. Onl 
important agricultural weekly in New Englan 
Paid circulation, 40,000. Reaches every post- 
office in Mass., 8. I.. and Conn., and all in Ver- 
mont, New Hampshire and Maine, except a few in 
the woods. All advertisements guaranteed. 


Woreenter. Evening Post, oy: Worcester 
Post Co. Aremryc for 1904. 12.617 





Worcester, (Opinion I’ eae daily (© ©). 
Paid average sor 7905, 4,233. 


MICHIGAN. 


Adrian, Telegram. Dy. av. last three months, 
1905, 5.171. Payne & Youngs. Specials. 


Grand Rapides, Herald. Average datly issue 
last sta months os 1904. 28.661. Only morning 
aud only Sunday paper in its field. Grand Rapids 
(pop. 100,000) and Western Michigan : pop, 750,v00), 


Grand Rapids, “Kvening Press dy. Average 
1905, 46.456, Covers Western Michigan. 


Jackson, Morning Patriot, areruge February 
1906, 5,365; Sunday, 5.988; weekly. 2.818, 


Ealamuazoo. Evening Telegraph. Last 6 moa, 
1905, dy. 10,459. Dec.. 10.981, 8,.w. 9,969. 


Saginaw. Courier-Herald. daily, oneee. 
Average 1905.12.394: Junuary, 1906, 18.6 


Saginaw. Evening News. ree prone 
1905,16.710. February, 1906, 18.854, 


Sault Ste. Marie. Evening News. daily. <Av- 
erage, 1904,4.212. Only duily in the two Soos. 


MINNESOTA. 


Minneapoila. farmers’ Tribune. twice aaa 
W.J. Murphy, pub. Aver. for 1905, 46.428. 


Minneapoiis, Farm, Stoex and -Home, semi- 
monthly. Actuai args 194, 79.750. Actuai 
averuge 1905, 87,138 

The absolute accuracy of Farm, 
Stocic & Home’s circulation rating 
is guaranteed by the American 

St. Newspaper Directory. Circulation is 

practically — to the farmers 
te a or Minnesota. the Dakotas. Western 
Wisconsin oe Northern Iowa. Use 
it to reach section most projitably. 











Minneapolis. Journal, Daily and Sunday. 
In 1905 average daily c:rculation 67.588. Daily 
avera : circulatior for first two months 1906, 
63.8 Average  Suiday circulation, Feb: 
ruary, “7006, 68,287. 

The absolute accuracy of the 
Journal's circulation ratings ts 
guaranteed by the American News- 
paper Directory. It reaches a 
greater number of the purchasing 
classes and gues into more homes 
tha: any paper in its jsield. It 
brings results. 


Minneapoiia, Svenska Amerikanska Posten. 
Swan J. Turnblad, pub. 1905,51,512. 


Minneupolis Tribune. W. J. Murpby pub. 
Est. 1867. Oldest Minneapolis daily. The Sunday 
Tribune average per issue for the last six months 
of 1905, was 79.928. The daily Tribune average 
per A Sor the lust s'x months of 1905, was 
105,096 


WCIRCULAT’N = The Evening Tribune is guar- 


anteed to have a larger circula- 
tion than any other Minneap- 
olis newspaper's evening edi- 
Ava tion. The currier-delivery of 
the daily Tribune in Mmneap- 
TEEO olisis many thousands greater 
1 than that of any other news- 
uper. The city —— 

by Am. News- alone exceeds 43.000 datly. 
paper Diree- Tribune ia the vosupuiana 
tory. Want Ad paper of Minne 

apoils. 


St. Paul, The Farmer, s.-mo. Rate, 40c. per 
line, with discounts. Me Sor six months 
ending December, 1905, 92.625 


St. Paul. Dispatch. Average net sold for year 
1905, 60,568 daily. 

&t. Paul, Volkszeitung. Actual average 1908, 
dy. 14.221. wy. 27.870. Sonntagsdlatt 27. 880. 
MISSISSIPPI. 
Hattiesburg. Progress, ev’g. Av. iad feowton 
end’g Jan., 1905, 2.175. Pop, 14,000, and growing. 
MISSOURI. 


Kaneas Clty, Journal, d'y ard w’y. Average 
for 1905, daily 65.446, weeriy 205,001. 
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Joplin. Globe, daily. Average 1905, 18.594. 
Dec.,'05,14.088. E. ate, Special Agent, N. Y. 


&t. Joneph, News und ress. Circulation 
1906, 35.158. Smith Thompson, Lust. Rep. 

St. Louis. National Druggist. mo. Henry R. 
Strong, Editor ana Publisher. Average sor 1905, 

8.041 (© ©). astern office, 59 Maiden Lane. 


St. Louia. National Farmer and Stock Grower, 
monthiy. Average for 1902, 68.588: averaye sor 
1908, 106,625: average sor 1904, 104,750. 


MONTANA. 


Butte. Inter-Mountain. Sworn averave daily 
cire’n 1905.11,776. Aver. Dec., 1905, 12,698, 


NEBRASKA. 
Lineoln, Daily Star, evening 
and Sunday morning. -ctual 
AAI daily average sor 1904,15.289. 
tev For 1905, 16.409. Only Neb- 
raska paper that has the 
Guarantee Star. 


Lincoln. re Farmer, weekly. 
Average 1905, 147.0. 


Lineoin. Freie — weekly. <Actualaverage 
for 1905, 150.784 


Lineoin. ouiiinnd and News. Daily average 
1904, 26.338; February, 1905, averuye, 238,055. 


NEW HAMPSHIRE. 


Nashua. Telegraph. The only one. in City. 
Sworn aver. for Sept. and Oct., 1905 4,204. 


NEW JERSEY. 


Elizabeth, Journal. Av. 1904. 55s 3 Jirst 
6 mos. 1905, 6,818: last 6 mos, 1905.6,71 


Jersey City. Evening Journal. " clzaed Jor 
905.22.456. Last 3 mos. 1905, 28,408 


Newark. Evening News. Evening News Pub. 
Co. average sor 1905. 60.102; Feb. ’06. 68,38". 


Trenton. Times. Ar. 1905, (net) 16.458. Dec., 
05, av, 17.228. Returns, spoiled not counted, 


NEW YORK. 


Albany. Evening Journal. Daily average for 
1905. 16.812. Ilt’sthe leading paper. 


Albany. Times-Union. every evening. Est. 1856, 
Average Sor 195, 84.689: December, $5,479. 


Binghamton, Evening Herald, daily. Herald 
Co. Aver.fsor year end. June. 1905, 12,289 (2k) 


Buffalo. Courier, morn, Av./905, Sunday 86.- 
7A; daily 48. 008; Enquirer, even.. 31.027. 


Buffalo. Dues | _ Daily averaye 1904, 
8.457; 1905 94.6 


Corning. nee. evening. Average, 1904, 
6.2883 1905,6.89. 


Cortiand, monet Fridays. Est. 1840. Aver. 
1905, 2.126. Only Dem. paper in county. 


Glena Falla, Morning Star. . Average circula- 
tion, 1904, daily 2.292. 


LeRoy. Gazette, est. 1826. Av. 1905, 2,287. 
Largest wy.cir. Genesee. vesee. Orleans, Niagara Co. "3. 


Mount Vernon. Daily Ar, Ar; rgus. Averaye 1905, 
8.218. Westchester County's leading paper. 


Newburgh. News. daily. Av. 1905, 5.160. 
3,000 more than all other Newb'gh paperscomoined 


New York City. 


American M: ine (Leslie’s Seuiuty>, Pre- 
sent average circulation, 256.108. Guaran- 
teed average, 250,000. Excess, 78.296. 


New York. American Agriculturist. Best 
farm and family agricultural weekly in Middle 
and Southern States. Circulates 100.000 cop- 
ies weekiy, of which 95.468 are actual nese 
subscribers, as per count of June 1, i905. 
extraordinary character and purchasing Somer 
of its readers is emphasized by the fact that 
AMERICAN AGRICULTURIST’S subscribers in New 
York include every postoffice in the State. In 
New Jersey it goes to 77% of all the postoffices; in 
Delaware 87%, in Pennsylvania 74%, in Ohio 85%. 
and to 20% to 404 of the postoffices in the Southern 
States. All advertisements guaranteed. 














PRINTERS’ INK. 


army yg foe amo Est, 1668. Actual weekly 
average for s2 195. 9.442 (OQ). 


Baker’s Review. as. W. R. Gregory Co., 
publishers. actual average for 1905 5.008,. 


Benziger’s magazine, tamily monthly. Ben- 
ziger Brothers, Arerage for 1904,87,02, pres- 
ent crculation, 50.000. 

Chipper, weekly (Theatrical). Frank Queen 
Pub. Co., Ltd. Aver. for 1905, 26.228(©@). 


Gaelic American. weekly. ‘eae average for 
1904, 8.179; for 1905. 28,989 


Ha berdasher, mo., est. 1881. tein for 
1905, 7,166. nders’ affidavit and Post 6; Office 
receipts distributed monthly to advertisers. 


Hardware Dealers’ Magazine, morthly. 
In 1905, average issue. 19.020 (© ©). 
D. T. MALLETT, Pub.. 243 Broaaway. 


Leslie’s Weekly. Actual arer.vearend. Aug. 
1904, 69.07%. Pres. av. over 85.000 weeily. 


Music Trade Review. music trade ana art week- 
ly. Average Jor 1904, 5.509. 

The Billboard, America’s Leading Theatrical 
weekly. New York Office. 1440 Broad way. Wal- 
ter K. Hill, Mgr. Phone 1630 Bryant. 

The People’s Home Journal. 544.541 monthly. 
Good Literature, 444.667 monthly, arerage cir- 
culations for 1905—all to paid-in-advance sub- 
scribers. F. M. Lupton, pubi:sher. 


Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1003, 
11,001. Actual weekly 
average for 1904, 14,- 
918. Actual weekly av- 
erage for 1905, 15,090 
copies, 

The World. Actual arer. for 1905, Morn.. 205.« 


490, Evening, 371.706. Sunday, 411.074. 


The Tea and Coffee Trade Journal. Average 
e:rculation ia 1905, 4.205 (3k); March, 1906 
issue. 6.694 (3k). 

The Wall Street Journal. Dow. Jones & Co., 
publishers. Daily average 1905, 13.158. 

Rocheater. Case and Comment, mo. Law. Av. 
for 1904, 30.000 ; 6 uears' average, 80.108. 

Seheneetady, Gazette. daily. A. N. Liecty. 
Actual average for 1904, 12.574; 1905, 18.058. 

Syracune. ye re oe. Herald © 
pub. Aver. 1905, daily 835.552. Sunday 40.098. 

Utiea. National Soeservens Contractor, mo. 
Average for 1905, 2.6 

Utiea. Press. daily. Otto A. Meyer, publisher. 
Average for 1905. 14.889. 


NORTH CAROLINA. 
Ratcigh. Biblical Recorder, weekly. Av. 1903, 
8,872. Av. 1904. 9.756. Av. for 905. 10.206, 


Raleigh, Evening Times. Leads all afternoon 
pa. rs in —— between Richmond and 











nta, Full A. P. dispatches. Actual daily 
jareae 1905, 4.251 3 weekly Times, 2,040. 
OHIO. 


Ashtabula, Amerikan Sanomat. Finnish. 
Actual average for 1905. 1905. 10. 766. 

The Billboard, America’s Leading Theatrical 
Weekly. Cincinnati, New York, Chicago. 
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Cleveland, Engineers’ Review. Actual cir. 
for 1905, 250,650; monthly aver, 20,888 copies, 


Oleveiand, Plain vewer. Est. 1841. Actual 
daily averaye 1904, 79.460: Sunday 68.198. 
Jan., 1905, 6%.%77%% daily; Sunday, 79.187. 


Dayton. Herald, evening. Gren, 1905, 17,518. 
Largest in Dayton, paid at full rates. 


Youngstown. Vindicator. D'y ar. 05, 12.9103 
Sy. 10,178: LaCoste « Maxwell, N.Y. & Chicago. 


Zanesville, ‘Limes-Recorder. Sworn arerage 
1905.10,564. Guaranteed doubie nearest com- 
petitor and 50% in excess combined competitors, 


OKLAHOMA. 
Oklahoma Clty. The Oklahoman. 1905 aver. 
11.161. Dec,,’05,11,980. E. Katz. Agent, N.Y. 
OREGON. 


Portland, Journal. Dy. and Sy. Actual aver. 
Sor Dec., 1905,24,058. aver. year 05, 21,926. 


PENNSYLVANIA. 
Cheater. limes, ev’g d’y. Averave 195, 7.740. 
N, Y. office, 220 B’way. F. kK. Northrup, Mgr. 


Erie. Times, daily. Aver. for 1905, 15,248, 
February, 1906, 16.886. E. Katz, Sp. Ag., N.Y. 


Marriaburg, Telegraph. Sworn av., Jan., 18.- 
884, Largest paid circulat’n in H’b'g, or no pay. 


Philadelphia, Contectioners’ Journal, mo. 
Av. 1904, 5.004; 1905, 5.470 (OO). 


oon an Eapeeighin nearly nearly everybody reads THE 


The Philadelphia 
A. BULLETIN’S 
x = Circulation. 


culation of THE BULLETIN for each day in the 
month of February, 1906 : 








Prrerrress 


fet ee 
are 








Total for 24 days, 5. 489,390 copies. 
NET AVERAGE FOR FEBRUARY, 


226,641 copies a day 


THE BULLETIN’S circulation figures are net; all 
== —_— free and returned copies have 
n omit 


* Witt L. McLEan, Publisher. 
The circulation of THE BULLETIN is larger than 
that of any daily newspaper published in the 
State of Pennsylvania. 


Philadelphia. German Daily Gazette. Aver- 
circulation, 1905, daily 51.508: Sunday, 44.465; 
sworn statement. Circulation books open. 


Philadeiphia. Farm Journal, 
monthly. Wilmer Atkinson Com- 
pany, pee. Average for 
1905, 563.266. Printers’ Ink @Aeeats) 
awarded .7 seventh Sugar Bowl 
thal Farm Journal Jor the reason TEED 

of paper. among all those 
“published in the United States, 
“has oeen pronounced the one 
‘that best serves Fk purpose as 
“an 
“ror the agricultural popula- 
“tion, and as an effective and 
“economical ery rea com- 
iu “municatng wi them 
through its advertising coitumns,” ‘Unlike any 
other paper,” 








Philadel iphia. The Press is 
the Great Home — per. Be- 
A sides the Guar tar, it has 
(Atal the Gold Marks and i ison the Roll 
AN of Honor—the three most desir- 
“aa able distinetions for any newspa- 
per. Average sor year 1205—Daily 
106.600; Dndes average Jan- 

uary, 1906, 147,665. 


THE PITTSBURG 
POST, 


UA the largest daily (morning) 

G A un and Sunday circulation in 

TEED the city of Pittsburg, has 

never made use of premiums 

o- enterprises as circula- 

nm getter. It goes to the 

bome of the aan The Western Penn a 
vania field cannot be covered without 0 

Yost. Objectionable advertising is excluded 

from itscolumns. Cir.,’05, dy. 58,778, S. 67,011. 














West Chester. Local News, 
daily. W. H. Hodgson. Arerayefor 
1905, 15.297. In its 34th year. 
ASLAV SBP Independent. Has 
and vicinity for tts field. Devoted 
TEED pA a news, hence 1s a home 
Chester County is second 
m pn the "State mn agricultural wealth 


Williamaport. Grit. America’s Greatest 
Weekly. Average 1905,226.718. Smith & p> 
son. RKeps., New Yori ‘and Chicago 


York. Dispatch and Daily. Average for 1905, 
18,551. Enters two-thirds of Yori homes. 


RHODE {SLAND. 


Pawtueket. Evening Times. Average cir- 
culation, 16.889 Sor 1905. 


Providence. Daily Journal, 17.290 (@@). 
Sunday,20. 486 (OO). Evening Bulletin $7. 836 
averaye 1904. Providence Journai Co.. pubs. 


Weaterly. Sun. Geo. H. Utter, pub. ver. 1905, 
4.467. Largest circulation in Southern R. 1. 


SOUTH CAROLINA. 


Oharieaton. ane Post. Actual dy. aver- 
age for 1905, 4.305 


Coiumbia., State. Actual aver- 

age for 1905, daily 9.587 copies 

GUA (OO); semi-weekly, 2,625, Sunday 

05, 11.072 (OO). -Actual average 

WEA July to Dec. 34, 705, daily 10,1533 
Sunday 11.524. 


TENNESSEE. 


Knoxville Journal and Trib- 
une. Daily average year ending 
Dec. 31, 1905. 18. —_co Weekly 
GUA — 1904, 14,518. 

f i "hs a only a papers in 
i) jouth, and only paper in 
Ee Tennessee awarded the Guarantee 
Star, The leader in news, circula- 

tion, influence and advertising patronage. 


Memphis. Commercial Appeal, qu. SS ogee de 
weekly. Average ist 9 mos. 1905, da 9.120. 
Sunday, 55.497. weeclu, eer: Smit h & 
Thompson, Representatir esN.Y.¢ Chicago. 


Nashville. Banner, daily. Aver. for year 1903, 
18,772; for 1904, 20.708; for 1905, 30,227. 


TEXAS. 

Denton. Record and Chronicle, Daily av. 
1905, 974. Weekly av.. 8,141. The daily and 
weeily reach nearly 80 per cent of the tax paying 
Samilies of Denton county. 


El Paso. Herald. Av.’04. 4,211 ; June’05, 5.080. 
Merchants’ canvass showed HERALD in 80¢ of El 
Paso homes. Only E! Paso paper eligible to Roll 
of Honor. J.P. 3mart, 150 Nassau 8t., N. Y 


San Angelo, Standard, weekly Average for 
1904,2.909, 
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VERMONT. 


Barre. Times, daily. F. . Langley. Arer. 1905, 
8.527, sor last six months, 1905, 3.691. 


Burlington, Daily News, evening. Actual 
daily average 1904, 6.018 ; 1905, 6,886; Decenber, 
1905, 7.491. 


Burlington, Free Press. Daily av.’04, 6.682 ; 
05, 6.558. ryest cityand State circulation. 
Examined by Assoc’n of American Advertisers. 


Rutland. Herald. Average 1904, 8,527. Av- 
erage 1905, 4.286 


Albans, Messenger, daily. 
Png 1905 5,3,051. 


VIRGINIA. 
Norfolk. Dispatch. Arer ge 1904, 9.400; 1905, 
11,660, Dec., ’0sav. 12.656, Laryest circu’n 
Norfolk. Landmark (@@). Leading home 
paper. Circ. genuine. Nopads. VanDoren, Sp’l. 
R ienm ond, Tines-Dispatch, 
-——~ 2 
Actual daily average year end- 
ing December. 1905. 20.376. High 
price circulation with no waste 
or duplication. In ninety per cent 
of Richmond homes The State 
paper. 
WASHINGTON. 
Olympia. Recorder—evening. Just increased 
to 6 pages daily, 12 pages Saturdays. 
Tacoma, Ledger. Daily average 1905, 15,544; 
Sunday, 20.385: weekly, 9.6142. 


Tacoma. News. Daily average 5 months end- 
ing May 31, 16.327. Suturday issue, 17.499. 


WEST VIRGINIA. 
Parkersburg. Sentinel. Sonv. R. E. Hornor, 
pub. Average Jor 1904, 2 
Wheeling. News. Daity paid cire., 11.196. 
Sunday paid ecire., 11.887. For 1905. Guaran- 
tees a paid circulation equal to any other two 
Wheeliny papers combined. 


WISCONSIN. 
Janeaville. Gazette. d’ly and s.-w’y. Cire’n— 
average 1905. daily 8.149: semi-weekly 5.059. 
Madison, State Journal, dy. Circulation aver- 
age (905,8,.482. Onlyasternoon paper. 
Milwaukee. Evening Wisconsin, d’y. 
26.648 (O©). 


Oshkosh. 
1904, 7.231. 


Actual average 


GUAR 
"E to 





AV.1905, 


Northwestern. daliy. Average for 


First eiuht months 1905, 7.608. 


Milwaukee. The Journal. Ar- 
1:05. 40.51%. The paid 
circulation of The Mil- 
waukee Journal ‘s double that 
of any other evening and more 
than is the paid circulation of 
any Milwaukee Sunday news 
paner 


UA 
on 
TEED 
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INK. 


T** WISCONSIN 
GRICULTORIST. 


Racine, Wis., Est.1877jonty Wis- 
consin paper ie cireu _— 
1s guaranteed by the Am. News- 
paper Directory. Actual weekly 
ar ee. 1904. BF 22 wy Sor 1905, 
41,748. wy A Temple 
Court. W.C. Richardson, Mor. 


WYOMING. 


mm. Actual daily average net 





UA 
ag 
TEED 


Cheyenne, 
Sor 1905, 4.51 


nae COLUMBIA. 
Vancouver, Province. daily, Arerage for 
1905, 8.687: Jan.. 19:6, 9.867. H. DeClerque, 
U. 8S. kepr.. plesics and New Yori. 
Vietoria. Colonist, daily. Colonist P. & P. 
Co, Aver. for 1904, 43.56 (38) ; for 1905, 4.302 


MANITOBA, CAN. 

Winnipeg. Free Press, daily and weekly. Av- 
erage for 195, daiiy, 80.048; weehiy, 15,654. 
Daily, February, 1908, $2.874. 

Winnipeg. Der Nordwesten, Canada’s Ger- 
man Family and Agricultural Weekly. Reaches 
all the German-speaking population of 200,000— 
its exclusive fie} Average for 1905, 18,682; 
FOR LAST SIX MONTHS, 1 15.718 


Winnipeg. Telegram. Daily av 05, 18,707; 
23,000). 


last three mouths 20,577, (Sat. 
NEW BRUNSWICK, CAN. 
St. John. Star. Actual daily average for 
October, November, December. 1904, 6.091. 
NOVA SCOTIA, CAN. 
Walifax., Herald (© ©) and Evening 
Circulation, 1905, 15,5538. Flat rate. 
ONTARIO, CAN. 


Toronto. Canadian implement and _——- 
Trade,monthly Average for 1905, 6.08 





Mail, 


Toronto, The News. Sworn arerage daily 
circulation for year ending Dec. 30, 1905, 88.282. 
Advertising rate 56c per inch. Flat. 


Toronto. Star, daily. Daily average Jan- 


uary, 1906, 41,855. 


QUEBEC. CAN, 

Montreal. La Presse. La Presse Pub. Co. 
Ltd., publishers. Actual he a 1904, daily 
80,259; 1905, 96,771; weekly, 48,2 

Montreal. Star. dy. & wy. Graham &Co, At, 
for 1904, Ay. 56.795. wy. 125.240, Av. for 1905, 
dy. 58,125; wy. 126,807, 

Sherbrooke. Daily Record. 
6,152: February, 1906, 6,892. 





Average 1903, 








The Buffalo Evening News. 





We have been allowed the privilege of having 
our paper represented in PRINTERS’ INK’s Roll of 
Honor for the past year, and feel sure that we have 
received great benefit from the publicity given our 
paper through that column. 
continue the notice for the present year. — Buffalo 
Evening News, Buffalo, N. 


We are pleased to 


Y., March 7, 1906. 
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(ee) GOLD MARK PAPERS @0} 





Out of a grand total of 23,146 publications listed in the 1905 issue of Rowell’s American Newspa- 
per Directory, one hundred and twelve are distinguished from all the others by the so-called gold 


marks (@®©). 


Announcements under this classification, from publications having the gold marks in the 
Directory, cost 20 cents per line per week, two lines (the smallest advertisement accepted) cost 


$20.80 tor a full year, 10 per cent 


iscount, or $18.72 per year spot cash. if paid wholly in advance. 





WASHINGTON, D.C. 
THE EVENING AND SUNDAY STAR (QO). 
Reaches 90% of the Washington homes. 


GEORGIA. 


ATLANTA CONSTITUTION. Aver. 1905, Daily 
38,590 (OO), Sunday 45,781, Wy,'04, 107,925. 


ILLINOIS, 

GRAIN DEALERS JOURNAL (QO). Chicago. 
Largest circulation; best in point of quality. 

BAKERS’ HELPER (© ©), Chicago, ouly “Gold 
Mark” baking journal. Oldest, largest. best 
known. Subscribers in every State and Territory. 

TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. ° 


KENTUCKY. 
LOUISVILLE COURIER-JOURNAL (© ©). 
Best paper in city ; read by best people. 


MASSACHUSETTS. 
BOOT AND SHOE KECORDER, Boston (© ©), 
greatest trade paper; circulation universal. 


BOSTON PILOT (QO ©), every Saturday. Roman 
Catholic. Patrick M. Donanoe, manager. 


BOSTON EVENING TRANSCRIPT (@©), estab- 
lished 1830. The only gold mark daiiy m Boston. 

Boston, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
tries of America, 

TEXTILE WORTD RECORD (6), Boston. is 
the “bible” of the textile industry. Send for 
booklet. “The Textile Mill Trade.” 

WORCESTER L’OPINION PUBLIQUE (© ©) is 
the leading French daily of New England. 


MINNESOTA, 


NORTHWESTERN MILLER 


(©©) Minneapolis, Minn; $3 per year. Covers 
milling and flour trade all over the World. The 
only “Gold Mark” milling journal (OO). 


NEW YORK. 
THE NEW YORK TIMES (O©). Over 100,000 
metropolitan circulation. 
BROOKLYN EAGLE (QO) is THE advertising 
medium of Brooklyn. 
THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertising medium in this section. 
ARMY AND NAVY JOURNAL (OO). First in 
its class in circulation. influence and prestige. 
THE CHURCHMAN (©©)._ Fst. 1844; Satur- 
days; Protestant-Kpiscopal. 47 Lafayette Place. 
THK IRON AGE (QO), established 1855. The 
recognized authority in its representative flelds. 
ENGINEERING NEWS (@©).—Most_ reliable 
, and ably edited.—Times, Chattanooga, Tenn. 
E. News prints more transient ads than all 
other technical papers; 1% & 3c. a word. Try it. 
HARDWARE DEALERS’ MAGAZINE. 
n 1905. average 18sue, 19,020 (O®). 
D. T. MALLETT, Pub.. 253 Broaaway, N. Y. 
STREET RAILWAY JOURNAL (©©0). The 
standard authority the world over on street and 
interurban railroading. Average weekly circu- 
lation during 1905 was 8,160 copies. 





NEW YORK HERALD (©©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first. 


CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. Taese people read the 
CENTURY MAGAZINE 


NEW YORK TRIBUNE (© ©). daily and Sun- 
day. Established 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing power toa high- 
grade advertiser 


ELECTRICAL WORLD (©), established 1874. 
The great international weekly. The consolida- 
tion of the ELECTRICAL WORLD AND ENGINEER 
and AMERICAN ELECTRICIAN. Average circuli- 
tion, 1905: ELECTRICAL WORLD AND ENGINEER 
tea A 13,702, AMERICAN ELECTRICIAN (month- 
¥), 17,917. 


OnMLO. 

CINCINNATI ENQUIRER (QO). Great--influ- 
ential—of world-wide fame. Best advertising 
meaium in prosperous Middle West. Rates ana 
information supplied pv Beckwith, N.Y.-Chicago. 

PENNSYLVANIA. 

THE_PRESS (©©) is Philadelphia's Great 
Home Newspaper. it 1s on the Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 

per Average for year 1%5—Daily, 106,600; 

unday average January, 1906, 147,665. 

THE PUBLIC LEDGER (© ©)—Inderendence 
Halland Public Ledger are Philadelphia's land 
marks; only paper ailowed in thousands of Phila 
delphia homes Circu'ation now larger than in 
70 years. PUBLIC LEDGER gained 1,365 columns 
advertising in five months ending Dec. Ist, 1905, 
over same period 1904. 


THE PITTSBURG 
© DISPATCH ©o 


The newspaper that judicious advertisers 
always select first to cover the rich. pro 
ductive. Pittsburg fleid. Only two-cent 
morning paper as-uring a prestige most 
profitable to advertisers. zargest home 
delivered circwation in Greater Pittsburg. 














SOUTH CAROLINA. 


THE STATE (©©), Columbia, 8. C. Highest 
quality, largest circulation in South Carolina. 


TENNESSEE. 
THE TRADESMAN (@©) Chattanooga, Tennes- 
see; semi-monthly. ‘Lhe South’s authoritative 
industrial trade journal. 


VIRGINIA. 
THE NORFOLK LANDMARK (©©) is the 
home.paper of Norfolk, Va. That speaks volumes. 


WISCONSIN. 

THE MILWAUKEE EVENING WISCONSIN 
(©), the only gold mark daily in Wisconsin. 
Less than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 


CANADA. 
THE HALIFAX HERALD (© ©) and the EVEN- 
ING MalL. 


Circulation 15.558, flat rate. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popuiar Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading, from papers of the 
requisite grade and class, cost twenty cents per line per week. 
Under a YEARLY contract, two lines (the smallest advertisement 
accepted) cost $20.80 for a full year, ten per cent discount, or 
$18.72 spot cash, if paid whoily in advance. 





CALIFORNIA. 
HE BILLBOARD for musicians, vovalists and 
on — San Francisco, 37 Phelan Bldg., 


OCVULOKRADO. 
TT Denver Post, Sunday edition. March 4, 
1906, contained 5,143 different classified ads, 
a total of 111 9-10 columns. ‘the Post is the big 
Want medium of the Rocky Mountain region. 
The rate tor Want advertising in the ?OsT is 5c. 
per lineeachb insertion. seven words to the line. 


OCUONNECTICOT. 
= enn mn. RECORD covers fleld of 50.000 
pulation ; working people are skilled 
qeshamne. Classified rate, cent a word a day. 
five cents a word a week. “Agents Wanted,’ 
etc.. half cent a word aday. 


DISTRICT OF COLUMBIA, 
TS* EVENING and SunpDAyY STAR. Washington. 
(© ©). carries DOUBLE the number of 
WANT Ase of any other paper. Rate lc. a word. 


GEORGIA. 
LASSIFIED advertisements in the PREss, of 
Savannah, Ga., cost one cent a word—three 
ienertions for price of two—six insertions for 
price of three. 





ILLINOIS. 


J gy DAILY NEWS is Chicago’s “Want ad” 
tory. 


T= Champaign News is the leading Want ad 
medium of Central Eastern lilinois. 


‘}\HE BILLBOARD for privilege men and con- 
cessionaires. CHICAGO, 878, Clark, Room 61. 


——— (IL) JOURNAL reaches over 13.000 o 
the prosperous people of Central Tilinole 
Rate, one cent per word each issue. 


INDIANA. 


T= HE } gant ents STAR isthe recognized Want- 
edium of Terre Haute.—Results have 
ama’ : Pome one cent t per wor word. 


T HE ee! STAR i. : is practically the only classi- 
fi edium in Muncie, Delaware County, 
and seven adjoinin, counties. 
More class fied is are printed daily in the 
Muncie Stak than in all other papers in its terri- 
tory combined. 


| h ge nme the oy of pommery 1906, The In- 

Sta ver 88.090 lines 
of classified naveriie ng. In the ‘ame month in 
1905 the STAR published 64,935—showing a gain of 
23. od lines. 





is argument in itself’ is strong enough to 
oun “the prestige of the Indianapolis STAR and 
the pulling power of its advertising columns. 


[= Star League, consisting of the Indianap- 
olis STAR, Muncie STAR and Terre Haute 
STaR, general offices at Indianapolis. are leaders 
collectively and ae in oy volume of 
classified Saas caaeien Rate in each, one 
= per word; combination Tate, two cents per 


wt you want results from classified advertising 
in Indiana, use the Star League. 


~ Sogeoeete NEws during the year 1905 

nted 96.982 more classified advertise- 

mene os all other ss ot Indianapolis 

combined. printing a total o 1 separate 
paid Want ads during that ee. 


10WA. 
a Des Moines CaPiTaL guarantees the lar- 
gest city = the largest total ke ng 
in Iowa. The Want giv 
pre a Nyy ig + The oy? isl cont a word; by the 
mon per line. It is published six ev 
a week; Saturday the big ae. oe 





‘PRE Des Moines REGISTER AND LEADER: onl. 
morning paper; carries more “want” 
vertising than any other lowa newspaper. One 

cent a word. 


MAINE 
: he K EVENING EXPRESS carries more Want ads 
than all other Portiand dailies combined. 


EMARYLAND. 
fle ~ Baltimore News carries more Want Ads 
than any other Bajtimore daily. It is the 
recognized Want Ad medium ot Baltimore. 


MASSACHUSETTS, 
HE Boston EVENING TRANSCRIPT is the lead- 
icg educational medium in New England. 
It prints more advertisements of schools ana in- 
structors than all other Boston dailies combined. 





JHE BOSTON GLOBE, daily a ae in 
1905. printed a total of 427.227 classified ads 
There were no trades, deals or discounts. There 
was a gain of 9,999 over 1904, and was 15,847 more 
than any other Boston paper carried in 1905, 





yA 5 CENTS for 30 words, 5 days. 
DatLy ENTERPRISE, Brock- 


GUAR ton. Mass., carries solid page 
TEED Want ads. Circulation exceeds 
10,000. 
MICHIGAN. 


 AGINAW COURIER-HERALD (daily), only Sun- 
day paner; result getter; circulation in ex- 
cess of 13,500; lc. word; ec. subsequent t. 


MINNESOTA 


rT pe pone TRIBUNE is the recognized 
Want ad of M 





HE MINNKAPOLIS TRIBUNE is the oldest Minne- 
apolis daily and has over 100,000 subscribers, 
which is 30,000 odd each day over and avove any 
other Minneapolis aaily. its evening edition 
alone has a larger cir ion in by 
many thousands, nigel any eng avait paver. 
i blishes over 80 f Want advertise- 
ments every week at full 710 (average of two 
pages a day). no free ads; price covers botn 
morning and evening issues. Rate, 10 cents per 
line, Daily or Sunday. 








HE Minneapolis Daily and Sunday JOURNAL 

carries more classified ———s an any 

nr gl Minneapolis xy Wants 

and no Clarivoyant nor o ectionable > medical 
aay Perey printed. 

Corre of classified Wants printed 
In ponewnry. 115,892 lines. Individual adver- 
tisements, 18,071. 

Circulation, 1903, 57,039; 1904, 64,384; 1905, 67,588. 
First two months 1906, 68,840, ‘The average Sun- 
day circulation. 68,287. 
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‘|. HE ST. PAUL DISPATCH IS ALL YOU NEED 

in St Paul for Want Ads. it carries more 
advertising than all other St. Paul mediums 
combined. The sworn average daily net printed 
and sold circulation of the St. Paul DISPATCH 
for year 1905 was 60,563—no returns allowed. It 
is the only newspaper of its circulation in St. 
Paul or Minneapolis that charges full rates for 
all classifications of want ads. The 1905 want 
advertising shows an increase of 218,400 lines 
over 1904. Seven telephone trunk lines assist in 
receiving local classified business. 


MISSOUKI, 
TT Joplin GLOBE carries more Want ade 
than all other papers in Southwest Missouri 
combined, because it gives results. Une centa 
word. Minimum, léc 
MONTANA. 
‘q‘,HE Anaconda STANDARD is Montana’s great 
“Want Ad” medium; ic.a word. Aserage 
circulation (1905), 11.114; Sunday, 13,888. 


NEBRASKA. 
INCOLN JOURNAL AND NEWS. combinea cir- 
culation over 27,000. Cent a word. 
NEW JERSEY. 
p*az ENTERPRISE, Burlington—Want me- 
dium of the county; le. word; resuits sure. 
LIZABETH DatLty JourNAL—Leading Home 
paper: J0to 24 pages. Only “Want” Med- 
lum, Cent-a-word. Largest circulation. 
EWARK, N. J, FRkIE ZEITUNG (Daily and 
4N sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month, 


NEW YORK. 


‘HE EAGLE has no rivais in Brooklyn’s 
classified business. 


(HE Post-EXPRESS is the best afternoon Want 
ad. i 1D itoch 5 








Y Nee EVENING JOURNAL, Eastern N. Y.’s 
best paper for Wants and classified ads. 


‘(HE BILLBOARD for actors, actresses and 
performers. New York, 1440 B’way, ktoom 8. 


AILY ARGUS. Mount Vernon. N. Y. Great- 
est Want ad medium in Westchester County. 


UFFALO NEWS with over 95,000 circulation, 

isthe only Want Medium in Buffalo ana the 

—— Want Medium in the State, outside of 
New York City. 


"J. HE TimeEs-UNION, of Albany, New York. Bet- 
ter medium for wants and other classitied 
matter than any other paper in Albany, and 
arantees a circulation greater than all other 
ily papers in that city. 


RINTERS’ INK, published weekly, The et 
di or 


OREGON, 
PORtLAND JOURNAL, Daily and Sunday, 
leads in “‘Want ads.’ as well as in circula- 
tion, in Portland and in Oregon. 


PENNSYLVANIA, 
‘(HE Chester, Pa., TIMES carries from two to 
five times more ciassifled ads than any 
other paper. 


WHY DON’T YOU PUT IT IN 
THK PHILADELPHIA BULLETIN? 
Want Ads. in THE BULLETIN bring 
prompt returns, because “in Phila- 
delphia near! everybody reads 
LLETIN.” 


HE Bu 
Net daily average circulation for 
February, 1906- 
226,641 copies per day. 
(See Roll of Honor column.) 





SOUTH CAROLINA, 
T HE Columbia STATE (© ©) carries more Want 
ads than any other S. C. newspaper. 


TEXAS. 
HE EVENING TRIBUNE, Austin. Texas. Paid 
city circulation 1,800. Outside circulation 
400. One centa word. 


VIRGINIA. 

fi HE News LEADER, published every afternoon 

except Sunday, Richmond. Va. Largest 
circulation by iong odds (28,575 aver. 1 year) and 
the reesgnized want advertisement medium in 
Virginia. Classified aavts., one cent a word per 
insertion. cash in advance; no advertisement 
counted as less than 25 words; no aisplay. 


BRITISH COLUMBIA. 


ICTORIA COLONIST. Oldest established 

paper (1857). Covers entire Province. Great- 
est Want Ad medium on the Canadian Pacific 
Coast. W, Clarence Fisher, 634 Temple Court 
Bidg., N. Y., Special Fastern Agent. 


CANADA, 


'I\HE Halifax HERALD (©O) and the Mair—Nova 
Scotia’s recognized Want ad mediums. 


A PRESSE, Montreal. Largest daily circula- 
tion in Cansaa witnout exception. (Daily 
95,825. Saturdays 113.892—sworn to.) Carries more 
wantaasthanany French newspaper in the worl . 


M\HE DaiLy TELKGRAPH, St. John, N. B., is the 

want ad medium of the maritime provine’s. 
Largest circulation and most up to-date paper of 
Eastern Canada. Want ads oue cent a word. 
Mini charge 29 cents. 





ognized and leading Want ad 
Want ad mediums, mail order articles, auvertis- 
ing noveities, printing, typewritten citcuiars, 
rubber stamps, office devices. adwriting, balf- 
tone making, and practivaliy anything whicn 
interests and appeais to advertisers and busi- 
ness men, Classified advertisements. 20 cents 
a line per issue flat : six words toa line, Sample 
copies, ten cents. 


NORTIL DAKOTA. 
RAND FORKS HERALD. Circ. Sept. 05, 6,515. 
3 txammation by A. A. A., June '05. Biggest 
Daily in N. D. La Coste & Maxwell, N. Y. Rep's. 


OMLO. 


OUNGSTOWN VinpicaToR—Leading “Want” 
medium, lc. per word. Largest circulation. 


ae BILLBOARD for street men, sidewalk 

salesmen, drifters and itinerant merchants 
inalllines. Although essentially and primarily 
atheatrical and amusement journal, the demon- 
strating salesmen and peddlers of the sidewalks 
have also claimed it for their own. Practically 
every one of them in America reads it regularly 
every week; 15 cents per line flat. 

Address THE BILLBUARD PUBLISHING CO., 
Cincinnati, O. 


OKLAHOMA. , 


HE OKLAHOMAN. Okla. City, 11.980. Publishes 
more Wants than avy four Okla.competitors. 


‘{\HE Montreal DaILy Stak carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FaMILY HERALD AND 
WEEKLY STAR carries more W ant advertisements 


than any oiher weekly paper in Canada. 


f Mal einnipes FREE PRESS carries more 

“Want” vertisements than any other 
daily paper in Canada and more advertisements 
of this nature than are contained inal] the other 
daily papers published in Western Canada 
combined. Moreover, the FREK PRESS carries a 
larger volume of general advertising than any 
other daily paper in the Dominion. 


——+9>—___. 
WHAT IT MUST COMPARE WITH. 


Did it ever occur to you that your 
advertising is never positive, but al- 
ways comparative? You may get out 
a catalogue that you think is good. It 
may be so. But have you compared it 
with the catalogues of other houses 
in your line? If so, is it better, just as 
good, or inferior? “To be successful it 
must be better in some way.—Pure 
White, 
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A Special Issue’ o 
To GENERAL 
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April 18, 1906. rss 





OR the primary purpose of obtaining new subscribers, 

a copy of PRINTERS’ INK for April 18, 1906 — press 
day as above stated — will be sent to about 19,000 names, 
making a total edition for April 18th of, approximately, 
34,000 copies. * * & 

The nineteen thousand extra copies are sent to as 
many. names, marked personal. Every copy so marked 


| 4 


goes to an advertising manager or a member of a firm who § 
is in charge of the advertising department. This list is f 
entirely up to date. It was compiled by a trained statisti- f 


cian of the Chicago Daily News, which went to every 
reasonable source and expended every reasonable effort to f 


| 


get every name possible who is connected with, or has § 
any relation to, the general advertising business in the' 


United States. 

Mr: S. S. Rogers, of the Mews, says: “It is the largest 
of any advertiser’s list in the country— live, up-to-date 
names. It does not merely consist of firm names, but the 
names of those who direct the firms’ advertising.” 

* * & 


PRINTERS’ INK will pursue a follow-up campaign ex- 
tending over four weeks for the purpose to convert these 
people into readers of the Little Schoolmaster. Every 
party so followed up needs PRINTERS’ INK and its helpful 
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eof Printers’ Ink 
DVERTISERS 











Press Day, April 11, 1906. 


! 








ers, weekly suggestions and information, and many of them 
ress will be convinced of this fact when they read the special | 
nes, # issue of April 18th. es 
ely, If you are the publisher of a newspaper or magazine 
of character, one that has a story and facts worth present- 

O as ing to an advertiser, you can find no better, no more 
rked effective and economical medium than PRINTERS’ INK, and 
who } = particularly no more advantageous single issue than the 
st is special edition above set forth. 
tisth The same argument is true for anyone else who makes 
‘very or deals in anything which large and small advertisers use 
ee }. or ought to use in the conduct of their business. 
+ has 
1 the 

| LTHOUGH the April 18th edition goes to almost 
rgest A twenty thousand extra and especially valuable names, 


att the u-ual rates only will be charged as stated below. 














it the % 
Forms Close April 11, 1906. 
ia ADVERTISING RATES: 
"these 20 cents a line, $3 one inch, $10 quarter page, $20 half page, $40 for whole 
page. For advertisements in specified positions, if granted, double price 
Every will be charged, A discount of 5 per cent may be deducted if check is sent 
elpful with order and copy, which must reach this office on or before April 11, 1906. 


nkPublishing Company, 


» sit@ New York City. 
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A JOURNAL FOR ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Pubiisners. 


ae 

@ Issued every Wednesday. Subscription 
price. two dollars a year. one dollar for six 
months. inadvance. On receipt of five dollars 
four paid subscriptions, sent in at one ume, will 
be put down for one year each and a larger num- 
ber at the same rate. Five cents acopy. Three 
dollars a hundred. Being printed from stereo- 
type plates it is always ape ry to supply back 
numbers, if wanted in lots of 500 or more. but in 
all such cases the charge will be five doliarsa 
hundred. 








ADVERTISING RATES . 
Advertisements 2 cents a line, pearl measure, 
15 lines to the inch ($3): 200 lines to the page ($40). 

For the adver- 
tiers. if granted, dounle price is demanaed. 

On time contracts the last 7. is repeated 
when new copy fails to come to hand one week 
in advance of day of publication. 

Contracts by the month, quarter or year may 
be discontinued atthe pleasure of the advertiser, 
and space used paid for rata. 

Two lines smallest advertisement taken. Six 
words make a line. 

——— appearing as reading matter is in- 





se 
all A must be handed in one 
week in advance 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year, if demanded. 
weer 


CHARLES J. ZINGG. 
Editor and Manager. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F. W. Sears.6v-52 Ludgate Bill.EC 


NEW YORK, MARCH | 14, 1906. 


PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, seiling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 














Britt Bros., the clothiers, oper- 
ating four retail stores in New 
York, have leased a plot.of ground 
on 125th street near Seventh av- 
enue, and will build there a fifth. 
The establishment will run 
through to 124th street. 





Ir the advertisement is well put 
together typographically, if the 
headlines are properly written 
and properly displayed, and if the 
text matter is prepared with 
thought and attention, if in other 
words, it is made interesting news, 
the ad itself will be read with all 
the care that is needed.—Ben B. 
Hampton, 


PRINTERS’ INK. 


Harem has a mew evening pa- 
per, the New York Bulletin, pub- 
lished by Arba Blodget; Burton 
Silance and John R. Cantlin, with 
offices at Lenox avenue and 125th 
street. 





THE Mining Magazine, pub- 
lished by W. J. Johnston at 120 
Liberty street, New York, has 
moved to the Royal Building, 
Fulton and William streets. Mr. 
Johnston also publishes two ex- 
port papers—the American Ex- 
porter and Exportador Ameri- 
cano, 





KANSAS CITY AD CLUB. 


At a meeting recently held by 
the advertising men of Kansas 
City a committee was appointed 
to draft a constitution and by- 
laws for the club that is to be 
re-organized there. Another com- 
mittee has in charge a programme 





for weekly noon-day luncheons 
of members, with a _ monthly 
dinner, 


WARRING AGAINST PAT- 
ENTS 

The World, of Vancouver, B. 
C., has not only excluded adver- 
tising of proprietary medicines, 
but is conducting a _ crusade 
against them, and means to bring 
before the provincial legislature a 
measure for their regulation. It 
already has a libel suit on_ its 
hands, 


BIG SPACE IN POLITICAL 
ADVERTISING. 


During the recent municipal 
campaign in Pittsburg the candi- 
dacy of Alexander M. Jenkinson 
was made the occasion of remark- 





ably large advertising in the 
dailies of that city. Mr. Jenkin- 
son’s portrait, with personal 


statements of the policy he pro- 
posed to follow if elected, was 
printed in all the papers in spaces 
varying from a half to a full page 
throughout the campaign, and his 
copy was commendable not only 
for vigor, but for daily changes. 
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THE New York Herald’s mam- 
moth Easter’ edition appears on 
Sunday, April 8, this year. 





Tue Mexican Herald, the able 
English daily published in - the 
City of Mexico, is to move into a 
larger building there. 





In Three Rivers, Michigan, is 
now published a monthly -naga- 
zine called the Strawberry, de- 
voted to the interests of straw- 
berry production in all of its 
branches. 





One of the oddities of postal 
rates is the rule that applies to 
blotters. Advertisements printed 
on ordinary paper go for one cent 
each two ounces, as printed mat- 
ter, ‘but advertisements printed on 
blotting paper are considered mer- 
chandise, and must pay one cent 
an ounce. 





ACQUIRING A HOME. 


A commendable idea in realty 
advertising appears in a folder 
sent out by a concern called the 
Sheffield Land and Improvement 
Co., no town address being given. 
This company sells moderate-price 
homes on easy payments. To in- 
dicate the actual process of pur- 
chasing a home on payments a 
schedule applying to a $2,000 
house and lot has) been made, de- 
tailing all payments until the deed 
is acquired. At the rate of $20 a 
month, with interest, taxes, water 
charges, etc, this home can be 
paid for in ten years, the purchas- 
er paying in $2,874, but having ten 
years’ rent free and his own home 
at the end of that period. Each 
vear is shown by a_ separate 
schedule. Each month’s payment 
Is entered and the decreasing in- 
terest on principal shown. The 
balance owed at the end of each 
year is given at the bottom, with 
the cost for that year to the pur- 
chaser, and the steadily increas- 
ing gain to the purchaser over a 
20 monthly rent, 
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THE Boston Transcript -issues a 
new rate card, effective March 15, 
by which its penalty for broken 
column rules is abolished. This 
is virtually the only change, ex- 
cept an advanced rate on page ads 
on Saturdays, and an extra charge 
for preferred positions when 
granted, 





Pure White is the name of a 
business periodical devoted to pa- 
per, published by the Champion 
Coated Paper Co., Hamilton, 
Ohio. It is printed on this com- 
pany’s coated paper, and en- 
courages the use of genuine 
coated paper, demonstrating that 
imitations are poor substitutes. 


In a very forceful and helpful 
address delivered before the class 
in advertising at the Y. M. C. A. 


in 23rd street, Mr. Thomas 
Balmer presented some interesting 
facts concerning street railway 


advertising. As the general man. 
ager of the largest street railway 
advertising agency in the world, 
Mr. Balmer was in a position to 
talk authoritatively on the subject. 


A SMALL business periodical 
called Infant Industries has been 
started to call attention to the ad- 
vertising space in American In- 
dustries, the official organ of the 
National Association of Manufac- 
turers, 170 Broadway, New York., 
H. C. Bursley, advertising man- 
ager of American Industries, says 
that journal is not confined to 
members of the association, but 
reaches business men generally, 
and especially nanufacturers, 





THE Springfield, Mass., Repub- 
lican has issued a new rate card 
which took effect on March rst. 
There are no important changes 
from the old rate, but the new 
card is simpler and more conven- 
ient than the old. Cuts and 
electrotypes are still ruled out 
from the advertising columns, as 
the Republican continues to be- 
lieve it desirable to maintain the 
typographical appearance for 
which it has long been noted. 











THE Banning advertising 
agency, which went into bank- 
ruptcy eighteen months ago, has 
paid a final dividend to creditors 
amounting to twenty per cent of 
their claims. 





ROOT CHICAGO OFFICE 
‘ MOVED. 

The Root Newspaper Associa- 
tion’s Chicago offices, which have 
hitherto been in the Medinah 
Temple, that city, are now located 
in the building belonging to the 
Root corporation at 203 Fifth 
avenue, known as the Dry Goods 
Reporter Building. 





INSTALLMENT FURNITURE 
MERGER. 

Two big installment furniture 
stores have been consolidated in 
Chicago—the Spiegel House Fur- 
nishing Co. and May, Stern & Co. 
The latter also has stores in Cin- 
cinnati, Cleveland, Columbus, De- 
troit, Kansas City, Indianapolis, 
Milwaukee. Pittsburg and _ St. 
Louis. The combination is to be 
known as the Spiegel-May-Stern 
Co. Both houses have been large 
advertisers in Chicago dailies. 





A NEW EDITOR FOR “JUDI- 
CIOUS ADVERTISING.” 


The prosperous-looking adver- 
tising magazine, Judicious Adver- 
tising, published by Lord & 
Thomas, Chicago, has a new edi- 
tor, Mr. J. George Frederick. 

Miss Helen Mar Shaw, who has 
edited the magazine for some 
months past, is now on the copy 
staff of Mahin’s Advertising 
Agency, Chicago. 

Mr. Frederick is a young man, 
originally from the East, of con-. 
siderable and varied advertising 
experience. He is widely known 
as a writer of and about adver- 
tising. For three or four years 
he has been writing about adver- 
tising in the magazines devoted to 
the subject, and as an expert ad- 
writer and campaigner he is also 
known, having been in business 
for himself along these lines. 
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THE editor of Printers’ INK 
wants a few articles on the agri- 
cultural press as an advertising 
medium. Parties who think they 
can submit satisfactory stories are 
invited to write to this office. 





THE Cleveland News has drawn 
on competitors for first-class men 
to handle its classified advertising. 
J. D. Eckert, formerly manager of 
want ads with the Plain Dealer, 
takes charge of the News’s class!- 
fied, assisted by Frederick G. 
Harris, also of the Plain Dealer, 
and H. J. Maloy, from the Press. 
W. J. Slater, formerly with the 
Press, joins the News’s advertis- 
ing forces. 








TO GUARANTEE SAMPLING, 

Distribution of samples, circu- 
lars, booklets, etc., for advertisers 
is usually done by distributors 
who live in the towns to be cov- 
ered. Many distributors are 
trustworthy, but others are not. 
The Billposters’ Association con- 
templates placing this work on the 
same plane as regular posting, 
guaranteeing the faithful perform- 
ance of service. Failure to do 
same causes the sinning billposter 
to lose his membership in the as- 
sociation, and that means, to a 
billposter, just about the same 
thing as being conducted to the 
edge of the earth and shoved off. 





Frank G. SMITH, who was one 
of the original promoters of the 
Booklovers Magazine, and who 
came from Philadelphia to the 
Appletons when the magazine 
changed ownership, has resigned 
and will join the staff of the J. 
Walter Thompson Agency. Mr. 
Smith began his advertising work 
with the Booklovers Library in 
1900, serving as assistant to Sey- 
mour Eaton. When the Book- 
lovers Magazine was started he 
took charge of the advertising de- 
partment. In speaking to Print- 
ERS’ INK Mr. Smith said that he 
had been given an opportunity to 
enter the Thompson Agency last 
year. 


























Mr. AND Mrs, Gro, P. ROWELL, 
and party, have sailed for a month’s 
sojourn in Bermuda. 





STRAWBRIDGE & CLOTHIER of 
Philadelphia announce: the arrival 
of Spring in a little booklet 
which tells of the ‘Springtime 
Festival” in their store, beginning 
March sth, when the season’s 
dress-goods, silks, millinery, and 
the like were to be placed on sale, 





Tue Arthur C. Brown Co. is a 
small new agency recently incor- 
porated in Chicago, with offices in 
the First National Bank Building. 
The officers are Arthur C. Brown, 
president; Herbert B.  Binner, 
vice-president; Ralph S. Hawkins, 
secretary, and Wm. W. Lanter- 
man, treasurer. 





Moines Capiial published four 
pages of advertising for a single 
firm to advertise a mill end rem- 
nant sale. This is said to be the 
largest single mewspaper adver- 
tisement ever carried in Iowa, At 
the request of the store manage- 
ment, the advertisement was print- 
ed on green paper. For two years 
previous this same sale was given 
publicity by means of a four-page 
green circular, 


In Baltimore there are under- 
takers who evidently think they 
have solved the problems connect- 
ed with an undertaker’s advertis- 
ing, which was discussed in 
Printers’ INK recently. One 
man announces in a four-inch ad- 
vertisement that he gives a “com- 
plete funeral” for $60. This in- 
cludes a cloth casket with six 
silver-plated handles, outside re- 
ceiving case, embalming the body, 
rubber tired hearse, advertising, 
candles, candelabra, and “high- 
class church soloists.” The ad- 
vertiser guarantees no disappoint- 
ments, which ought to make his 
services especially sought after by 
the bereaved. families of Balti- 


more, 
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In Springfield, Illinois, an “Ad 
writers’ Association” has been 
formed which starts out with 
thirty-three members. The mem- 


bers are drawn from the advertis- 
ing men connected with the daily 
papers of the city and with the 
larger retail stores. Nicholas 
Roberts is president of the organ- 
ization. 





NEW PITTSBURG PAPER 
APPEARS. 


The Pittsburg Sun, a new even- 
ing paper owned by Albert J. 
Barr, publisher of the morning 
Post, that city, appears as a bright 
one-cent daily, consisting of from 
twelve to twenty pages. It has 
the full Hearst service, with 
leased lines to New York, Chi- 
cago, Washington, etc. The first 
issue had a good showing of ad- 
vertising. Charles A. O’Donnell, 
late with the Minneapolis Times, 
Baltimore Herald and Pittsburg 
Gazette, is advertising manager of 
the new daily. 





NEW AGENCY 


IN’ UNION 
SQUARE. 

A new general advertising 
agency, Sherman, Bryan & Co., 
has begun business at 1 Union 
Square, New York. The firm 


comprises George Carter Sherman 
and Alfred Stephen Bryan. The 
latter was formerly editor of the 
Haberdasher. This. agency has a 
number of general accounts, as 
well as several in the  haber- 
dashery and_ clothing trade. 
Among them are Henry Holmes 
& Son, H. & I. collars, Troy, N. 
Y.; Crown Suspender Co., New 
York City; Erlanger Bros., B. V. 
D. drawers, New York City; 
Woodhull, Goodale & Bull, cloth- 
ing, Syracuse, N. Y.; Chalmers 
Knitting Co., underwear, Amster- 
dam, N. Y.; Keys & Lockwood, 
cravats, New York City; Blum & 
Koch, straw hats, New York 
City; Way Knitting Co., Phila- 
delphia; Wick Narrow Fabric Co., 
Philadelphia; Desbacker, Block 
Co., taflors, Buffalo. 
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WILL RAISE THE APPRO- 
PRIATION. 


St. Louis has municipal adver- 
tising plans that call for $400,000. 
The H. W. Kastor & Sons agency, 
that city, has laid before the Mil- 
lion Club a plan whereby it will 
raise the funds provided the 
moral support of the club is 
given. This big appropriation 
represents an advertising cam- 
paign to extend over four years. 








SWISS ADVERTISING. 


Four booklets issued by muni- 
cipalities of Switzerland for the 
benefit of tourists come from the 
cities of Lucerne, Geneva—Bern 
and Thun. These cities each 
maintain a free information bu- 
reau. where complaints are re- 
ceived, literature of other cities 1s 
given out, etc., and their booklets, 
besides separate editions in Eng- 
lish, German, French and other 
languages, are conspicuous for the 
amount of information given 
about walks, rides, sidetrips and 
prices, 





MAIL-ORDER HOUSE HAS 
POSTAL TROUBLE. 


Involuntary bankruptcy proceed- 
ings have been begun against the 
First National Co-operative So- 
ciety, formerly the Cash Buyers’ 
Union, Chicago, and the courts 
have appointed a receiver for the 
business. This is the outcome of 
a Postoffice investigation of the 
societys methods. The concern 
was re-organized about two years 
ago by Julius Kahn, an experi- 
enced mail-order man, and did a 
general merchandise business on 
a unique plan, discounts being 
given to customers who became 
members by purchase of the so- 
ciety’s stock. It is stated that 
$1,000,000 in stock has been bought 
by customers. A large building 


is occupied by the business, and 
its sales last year were $1,000,000, 
The society is to make a fight, and 
is backed, it is said, by prominent 
manufacturing 


wholesale and 
houses of Chicago, 
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A CIRCULATION FEATURE. 


The Evening Journal, Portland, 
Ore., is making a circulation can- 
vass of prominent office and fac- 
tory buildings in that town. The 
number of readers of the Journal, 
the Telegram and the Oregonian 
is learned, and each night the 
Journal prints a half-tone of some 
well-known building, with the 
statistics for the three papers dis- 
played on its side. Thus far the 
canvass has showed, according to 
the Journal people, about forty per 
cent of the total circulation in 
Portland for the Journal, with 
thirty per cent for each of its 
competitors, 








STRENUOUS. 


The recent suspension of the 
Indianapolis Sentinel may be re-' 
garded as another event in the life 
of the Star, of that city, for the 
latter paper took over the old 
Sentinel’s circulation. The Star 
is less than three years old. It 
was established June, 1903. It 
first purchased the Sentinel’s 
morning Associated Press  fran- 
chise, and the Sentinel abandoned 
the morning field. The Star had 
no plant, and was first issued from 
that of the Indianapolis Sun, But 
in three months it had 50,000 cir- 
culation, and had to go to the 
Sentinel’s plant for mechanical 
facilities. In March, 1904, it got 
a plant of its own. It then had a 
daily issue of 75,000 copies. In 
June, 1904, it absorbed the Indian- 
apolis Journal, its only com- 
petitor in the morning field, and 
secured the only other morning 
Associated Press privilege. The 
passing of the Sentinel leaves the 
Star alone in both the morning 
and Sunday field in that city. It 
has the Hearst cable service and 
Publishers’ Press Association 
franchise as well, and with the 
27,000 readers of the Sentinel 
claims a sphere of influence in 
Indianapolis and Indiana not 
matched by that of any other 
daily in a city of the same popu- 
lation, 
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WE are simply using the news- 
papers as “common carriers” to 
carry Mr. Advertiser’s message 
into the homes of each town 
where he has stores—Ben B. 
Hampton, 

Tue first three qualifications for 
the foundation of a successful re- 
tail business are undoubtedly, a 
good store, a good stock at fair 
prices, and courteous, intelligent 
salesmanship. Many a successful 
business has been built on the 
foundation of these three quali- 
fications alone—Ben B. Hampton. 





One of the ‘best forms of adver- 
tising for a retail merchant is the 
intelligent use of his show win- 
dows. It would be pretty hard 
to find anything much better than 
that. In the window you can dis- 
play the article itself, you can 
place it attractively, make its sur- 
roundings pleasant, and on a 
bright and well-printed card you 
can describe the merits of the 
article and quote prices.—Ben B. 
Hampton, 





CaN any of you imagine for a 
minute what life would be with- 
out the daily newspapers? We 
will have to go back only a few 
years when there-were not nearly 
so many of them as there are now. 
Only a few years ago the dailies 
were confined almost to the larger 
Or more important cities. Now- 
adays it is a pretty small town 
that has not at least cne hustling 
daily newspaper, and towns of fair 
size support two or more. Can 
you imagine what life would be 
without these mediums of infor- 
mation? The daily newspaper 
goes into the home, the office, the 
factory, the shop, on the cars, on 
trains, wherever you find human 
beings there you will find the 
newspaper. More than that, you 
will find the newspaper is read 
carefully not only for the news’ of 
people and events that it gives 
each day but for the interesting 
news of the stores—Ben B. 
Hampton, 


THE Commercial Union, pub- 
lished weekly by the Publishers’ 
Commercial Union -at Chicago, is 
to be enlarged from four pages to 
eight, and will have several new 
departments, with news letters 
from the chief advertising centers. 





AN EXCELLENT REALTY 
BOOKLET. 


Tuxedo Park, a high-class resi- 
dential suburb of Winnipeg, Man- 
itoba, is forcefully described in a 
booklet published by the selling 
agents, Christie & Huebach, that 
city. A large map tipped in shows 
each lot, with grourds reserved 
for pleasure, sports, drives, etc. 
In, the margins are sectional views 
of boulevards, indicating bridle 
paths, walks and carriageways. 
The story of the suburb is made 
interesting with an account of the 
original settler who occupied the 
land as a farmer before it was 
sub-divided. 


A MERGER. 


The Business World Company has 
purchased the American Advertiser, 
and it will be combined with the 
Business World® under the name of 
the latter. 

Eddy S. Brandt, editor of the Busz- 
ness World, has secured the co-opera- 
tion of Prof. Walter Dill Scott, 
Thomas Balmer, and several other 
prominent advertising men to aid him 
in making the new magazine editorially 
strong. The new publication will 
have three main departments—Busi- 
ness Promotion, Business Manage- 
ment, and Accountancy. The leading 
editorial in the March number brings 
out the idea that the day of specializing 
in any one of these departments, to 
the exclusion of the others, has passed. 
These departments are interdependent, 
and it is necessary that the business 
man of to-day should have a knowledge 
that includes all three. Mr. Brandt 
is an able young man, a pupil of Mr. 
Thos, Balmer. He was the first editor 
of the Women’s Herald for Men, now 
the Butterick Herald: PRINTERS’ INK 
extends good wishes and co-operation. 

Mr. Brandt says he hopes to make 
the Business World as strong and 
meritorious a monthly as PRINTERS’ 
INK is a weekly. Good for Eddy! 
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A BANKERS’ AD CLUB. 

Pittsburg now has a club called 
the Bankers’ Ad_ Association, 
organized to study financial adver- 
tising and protect members from 
fake and fraudulent publicity 


schemes. Its officers are: George 


K. Reed, Colonial-Trust Company, 
president; D, C. Willis, Diamond 
National Bank and W. C. Lawrie, 
Columbia National Bank, vice- 
presidents; E. B. Wilson, Real 
Estate Trust Company, secretary- 
treasurer. 





A FINE CATALOGUE. 


One of the most complete cata- 
logues of jewelry issued in this 
country for the mail-order trade 
of a retail store is that of S. Kind 
& Sons, Philadelphia. A new edi- 
tion of this book contains .168 
pages. Thousands of articles are 
illustrated and described. The 
notable feature of the catalogue is 
the illustrative work. Composite 
half-tones occupying from a half to 
a full page fill the book, bringing 
out all the details of design. De- 
Scriptions are very brief—in the 
majority of cases being only a 
number and net price. A cover 
index makes any article instantly 
accessible. 








THE STAR GALAXY. 


UA 
oon 
TEED 


MICHIGAN AND CONNECTICUT HAVE 
ONE MEMBER EACH, 


The Jackson, Mich., Morning 
Patriot and the Bridgeport, Conn., 
Morning Telegram and Union be- 
came on March 6, 1906, members 
of the brilliant combination of 
newspapers and periodicals known 
and celebrated as the Star Galaxy, 
an association which no newspa- 
per man would think of joining 
were he not justly confident that 
the circulation statement issued 
by him will stand out bright and 
clear under the most searching 
investigation, 





James W. EGAN has been ap- 
pointed editor of Ad Sense, Chi- 
cago, succeeding E, Lacy Speer. 
Mr. Egan is head of a Chicago 
firm of advertising specialists 
bearing his name. 


MORE MARCH MAGAZINES. 


The following March magazines 
were received too late for in- 
clusion in the monthly magazine 
summary published in Printers’ 
INK last week: 


Pages. Ag. Lines. 
Business Man’s Magazine. 90 20,216 
World’s Events (cols.)......° 79 13,859 
Outdoor Life (Feb.)....... 39 8.816 





House Beautiful (cols.),... 58 8,486 
PEETORUOR.... ..600:0000500% 36 8,228 
Etude (cols.)...... ecoccces 42 7,160 
Madame (cols.).........+- 35 5,898 
aa ree 25 5,712 
SEMD isciscweneasden ene sie 25 5,587 
; | ee ee 20 4,480 
Human Life (cols.)....... 26 4:397 
Benziger’s Magazine(cols.) 21 3,944 
UIE 548 skh ss e00050 26 1,575 


MAGAZINE NOTES. 

The trial of Dr. Pierce’s libel suit against the 
Ladies’ Home Fournal began recently in 
Buffalo, The Pierce people testified that Mr. 
Bok’s attack on their remedies had caused a 
reaction that represented a loss of $38,000 in 
profits during 1905, and a loss of $115.000 pro- 
fits in 19¢4, the year following the attack. 

J. Munroe Heilbrun has charge of Munn & 
Co.’s Chicago office, succeeding W. A. Caroll 
who recently resigned, 

Good Housekeeping has published in book 
form a series of parodies on brides, their first 
pies and biscuits, etc., intermingled with prac- 
tical recipes ‘and suggestions in the way of 
first aid to a bride. The volume is called 
‘The Bride’s Primer.” 


Rumor says that Mr. McClure is to start 
another magazine, 


It is reported that Trumbull White, editor 
of Red Book, Chicago, and well-known asa 
traveler and newspaper correspondent, will 
succeed James Barnes, who has left the edi- 
torial chair of A ppleton’s Booklovers Maga- 
zine. J. H. Sears, head of the Appleton 
Corporation, has sailed for London to get 
magazine novelties, 


The April issue of the 'World’s-Work is to 
be a life insurance special, containing a com- 
plete guide for policy-holders as to the real 
value of insurance, and how to purchase it. 
This magazine hasestablished a life insurance 
service department, which will furnish dis- 
interested advice about companies and poli- 
cies to readers free of charge. 


Madden's Magazine, a new monthly that 
has appeared at Washington, is backed by 
Third Assistant Postmaster-General Edwin 
C. Madden, and contains articles on the pub- 
lic service, with miscellany. The first issue 
has no advertisements. 

The March Bookman has an article of in- 
terest on ‘Some Aspects of Pioneer Califor- 
nia Journalism,” by J. M. Scanland, in which 
there is much information about the founding 
of the San Francisco Audletin, by James King, 
in 1855, and the Chronicle, of that mat by 
Charles and M. H. DeYoung, ten years later. 
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THE Chicago Daily News is 
Chicago’s home paper. It goes 
into and stays in the homes of 
real purchasing power—the homes 
of the classes and the masses. 


Tue Pabst beer advertising has 
been secured by the Chas. H. 
Fuller Agency, Chicago, and will 
hereafter appear largely in news- 
papers. 

NOVELTY WANTED. 

F. L. Kline, business manager 
of the college newspaper, the 
Daily Princetonian, Princeton, N. 
J., would like to know where he 
can purchase an advertising nov- 
elty in the form of a folder con- 
taining matches, the  parafined 
composition tapers familiar to 
smokers, 


KANSAS BOOKLETS. 


Two pithy booklets based on 
agricultural statistics are issued 
by the Kansas Department of Ag- 
riculture, Topeka, to advertise 
that State. According to Uncle 
Sam’s estimates, Kansas raised in 
1901 more than one-thirtieth of 
all the wheat in the world. She 
tanks first in wheat and corn 
among fifteen leading States, is 
exceeded only by Nebraska in the 
value of these two cereals per ¢ 
capita of population, and with her 
$98,000,000 crop of 1900 was in a 
position to buy the equivalent 
crops of any of the following 
States: Illinois, Iowa, Nebraska, 
Missouri, Indiana, Texas, Ohio, 
Minnesota, Tennessee, Kentucky, 
Pennsylvania, Wisconsin, Georgia 
and North Carolina. 

















Advertisements. 


All advertisements in “ Printers’ Ink” cost 
twenty cents a line for each insertion, $/0.40a 
line per year. Five per cent discount may be 
deducted if paid for in advance of publi- 
cation and ten per cent on yearly contract 
paid wholly in advance of jirst publication. 
Displuy type and cuts may be used without 
extra charge, but if a specified position is 
asked for an advertisement, and granted, 
double price will be demanded. 





WANTS. 
W ANTED— Linotype machine, cheap for cash; 
give particulars. “ \V. D. E.,” Printers’ Ink. 


HUSTLER, with advertisinz ability, desires 
4 to renresent some good firm in this locality. 
Address WM. C, MEINTZER, Easton, Maryland, 


W ANTED advertising space for. flavoring ex- 

tracts; on market 50 years, in exchange fo 
treasury stock. Address “KXTRACTS, * care 
Printers’ Ink. 


i ie circulation of the New York World. 

morning edition. exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


YOUNG MAN desires position as salesman 

and ad-writer. Studied advertising ar 
years. Not experienced, but well-read. ED 
MURRAY, Cannelton, Ind. 


POSITIONS open for competent newspaper 
workers in all departments. Write for 

booklet. FERNALD’S NEWSPAPER MEN’S EX- 

CHANGE. 368 Main St.. Springfield, Mass. 


RIVATE SECRETA!:Y—Young man of good 

personality. Must be rapid stenographer; 

experienced in dealing with men. Call, write. 
HAPGOODS, Suite 511. 309 Broadway, N. Y. 


Cee TYPK—A Cyclopedia of Kvery- 
day Information for the Non-Printer Adver- 
tising Man; get ° ‘ty pewise”: 64 vp., 0c. postpaid- 

ag’ts wanted. A.S. ¢ YARNELL, 150 Nassau St.. N.Y, 


re are a New York advertising solicitor 
esirous of securing business on a 26 per cent 
commission basis for the largest trade journal 
=o its = write “OPPORTUNITY,” care Prin- 
ers’ In) 





ANTEN—ADVERTISING MAN—One who has 

rience in the wholesale clothing 

business. Salary not large at beginning, but 

man we want will prove his worth. Address 
“§.,”? Printers’ Ink. 


W 4NTED_Order clerk and checker, familiar 
with advertising agency work. Must be 
rapid. accurate and energetic. State experience, 
salary required and vive references. Address 
“ORDER CLERK,” care Printers’ Ink. 


ANTED—Position by Union all-around 

newspaper compositor with seven years’ 

experience; prefer stone-hand or assistant 
make-up. “E. A. H..’’ care of Printers’ Ink. 


VERY ADVERTISER and mail-order dealer 

4 should read THE WESTERN MONTHLY, an ad- 

vertiser’s magazine. Largest circulation of any 

advertising pena in america. Sample copy 

free. THE WKESIERN MONTHLY, 815 Granu 
Ave., Kansas City. Mo. 


DWRITERS WANTED—Commission basis. 

Amateurs and others make big money with 
us. ‘wo dimes,if sent now, signifies that you 
ae business, and we send in return sugges- 

ons and materials to work on. ARCHBULD 
ADVERDISING AGENCY, 100 Luverne, Cleve- 
land, Ohio. 


DVERTISING manager of well-known daily 
4%. comparing favorably in amount of busi- 
ness carried with any in the entire country, will 
make new connection. Acquainted with agen- 
cies and general advertisers. Extensive knowl- 
edge ot the field. A business builder. Address, 

C. C. C.,” Printers’ Ink. 


WE want an Eastern representative. one who 

can deliver the business. Ours is the only 
evening paper in Austin, a city of 27,000, Gur 
circulation is 2,200 live ones. Ours is the largest 
cirewated paper in _ section of the State, and 
we are one among th e few who swear to circu- 
lation. TRIBUNE, Austin. Texas, F. L. Brittain 
Advertising Manager. 


DVERTISING ILLUSTRATOR AND DESIGN- 
Ek—Strictly high - grade—would like to 
hear from advertising agency, publishing house 
or large private concern desiring a 
competent man. Ten years’ experience as al 
round artist and designer, six of which in adver- 
tising. Can work in any desired medium or 
style (except re-touching). Salary, $2,000. Ad- 
dress, b ga particulars, *S. L. M..’’ care ‘of Print- 
ers’ 


positioy WANTED—A thoroughly a me 
and clever newspaper woman, ‘of twelv 
years’ editorial experience, is looking toechanee. 
in present pos tion five years. Familiar with 
society and women’s clubs. Expert (non-union) 
proof reader. Position as 
evening daily preferred, but will take work 
on magazine or special correspondence. Only 
high-class proposition ee. Address, 
“MISS E,” care of Printers’ Ink 
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» 4 YOUNG MEN AND WOMEN 

of ability wno seek positions as adwriters 
and ad managers should use the ciassified co!- 
umns of PRINTERS’ INK, the busivess journal for 
advertisers, puolished weekly at 10 Spruce St., 
New York. Such advertisements will ve inserted 
at 20 cents per live, six wordsto the line. !’RINT- 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication 1n the United States. 


Wy Auten Toung man, 20 to 30, with some 
knowledge of advertising, to solicit on 
commission basis with moderate Weekly guaran- 
tee. Must reside with parents in New York. 
There is here presented a golden opportunit; 
for a sincere young man willing to apply himself 
to a work which will develop an income limited 
only by an avility to hustle and stick to it AD 
ply, by levter only, giving references, age, and a 
details to WALTER K. HILL, 1440 Broadway, 
New York City. 


ANTED—Clerks and others with common 
school educations only, who wish to quai- 
ify for reaay positions at $2) a week and over, to 
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ADVERTISING 


MANAGER 
Desires New Connection 


I HAVE for nearly five years been holding 
one of the best managerial advertising 
positions in the U.s., and for nearly twenty 
years have studied and worked on the prop- 
osition of effective publicity. 1 am an orig- 
inator of successful advertising and selling 
plans (both general and direct), a writer of 
advertising, a manager and executive, and 
have thorough, practical knowledge of 
advertising ency work, salesmanship 
publishing, printing, commercial art an 
ag oe yf and engraving. I want to 
ear from heads of large concerns only. 
Salary: reasonable figure for it year, 
until I have demonstrated. Address 
“CIENTO,” care of Printers’ Ink. 














write for free copy of my new prospectus and 
endorsements from leading concerns every- 
where. One graduate filis $8,000 place, another 
$5, and any numver earn $1,500. The best 
clothing adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 
mand exceeds supply. : 

GEORGE H. POWELL Advertising and Buat- 
ness Expert. 1703 Temple Court. New York. 








Complete Outfit 
for Adwriting - 50c. 


Every bit of information needed to 
quickly prepare newsy ads. Tells 
how in the most direct way. Postal 
brings circular. 50€., postpaid. 





L. ROMMEL, Jr. 
614d Merchant Street, Newark, N. J. 











ANTED-By a large ad. 
vertising agency, a so- 
licitor of newspaper adver- 
tising accounts; applicant 
should have a good knowl- 
edge of newspapers through- 
out the United States and 
acquaintance with adver- 
tisers and possible advertis- 
ers. Address “T.,? P.O. Box 
206, Madison Square, New 
York. 








Novelties that are novelties—that 
is, articles brand new (anything and 
everything clever and salable) will 
be considered on the meritsif offered 
to the undersigned. We want things 
to sell by the million in our stores— 
over 300 of them. 


UNITED CIGAR STORES CO. 
(Sales Department), 
141 West 17th Street, New York. 
































——_—_+or 
ILLUSTRATORS AND ILLUSTRATIONS 


DVERTISING Cuts for Retailers; 


ood; cheap. 
HARPER ILLUS, SYNDICATE, 


olumbus, O, 





CARD INDEX SUPPLIES. 


T= CARD INDEX QUESTION will be quickly 
and easily settled by getting catalogue and 
price from the manufacturers. This means us. 
STANDARD INDEX CARD COMPANY, 
Rittenhouse Bldg., Phila. 
ee 


ADVERTISING AGENCIES. 


A. O'GORMAN AGENCY. 1 Madison Ave. 
e N.Y. Medical journal advtg. exclusively. 


NOLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco. Ca). 


M\HE 8. 1. LRELAND ADVERTISING AGENCY 
- Write for particulars of the Ireland Service. 
925 Chestnut Street, Philadelpbia. 


A LBERT FRANK & CU., 25 Broad Street, N. Y. 

General Advertising Agents. Established 
1872. Chicago. Boston. Philadelphia. Advertis- 
ingof ail kinds placed in every part of the world. 


ARNHART AND SWASEY, San Francisco— 
Largest agency west of Chicago; employ 60 
people; save aavertisers by advising judiciousiy 
newspapers, billboards, walls. cars, distributing. 


NCREASED appropriations for Canada are the 
rule with American Advertisers. We can 
achieve results through intelligent selection of 
best mediums which no ncy outside of Can- 
ada can do. Write us. THE DESBARATS AD- 
VERTISING AGENCY, Ltd., Montreal. 





POST CARDS, 


AMPLES of pos cards, post card half-tones 
and prices for printing them. Sent to those 
writing a letter of inquiry forthem. STANDARD 
ENGRAVING CO., Photo-Engravers, New York. 





STOCK CUTS. 


Eissue a 64-page catalogue of stock cuts. 

Will not be sent in answer to postal in- 

quiry. STANDARD ENGRAVING CO., Photo- 
Engravers, New York, 


CUTS. 


IT’S UP TO YOU 


to illustrate the headlines 
of your advertisements 
now. Booklet containin 

350 brilliant headlines an 

interesting opening chap- 
ters, each illustrated with 
specially designed cut, 25c. 
Cuts, 60c. each. ANK 
S._ AILES, 718 Drexel 
Bldg., Philadelphia, Pa. 
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PRINTERS. 


=. Write K. CARLETON, Omaha, 
Neb., for copyrizht lodge cut catalogue. 


E print catalogues, bookiets. circulars. adv. 
matter—all kinds. W rite for age — 
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PATENTS. 
pumsPATENTS that reed 





- 8 books for Inventors mailed on recei 


of 6 cts. stamps. R. 8. & A. B. LACE 





Washington. D.C. Estab. 1869. 








BLAIR PTG. Cv., 514 — St.. 


DIRECTORY OF “NOVELTY MANU- 
FACTURERS. 


4m wanted to sell ad novelties, 25% com. 
3 samples, 10c. J.C. KENYON, Owego,N. Y. 


USTIC hand-turned wood souvenirs, ad nov- 
a —S ae & SPOONER, Cornwall-on- 
Hudson, 


YRYSTAL — by with your advertise- 
. $15 per 100. Catalog adv. novelties 
pl “sr. ‘LOUIS BUTTON CO.. 8t. Louis, Mo. 


RITE forsample and price new combination 
Kitchen Hook and Bill File. Keeps your ad 
re the bousewife and business man, THE 
WHITKH KAD & HOAG Cu., Newark, N, J. 
Branches in all large cities. 
———_— 


MAIL ORDER. 


AIL-ORDER ADVERTISERS—Try house to 
bouse advertising; it wi11 pay you big. Our 
men will deliver your circuiars and catalogues 
direct to the maii-order buyer. You can reach 
eople who never see a paper of any description 
From one year’s end to another. When once 
reached the rest is easy. We have reliable agents 
well located throughout the United states and 
—_ and = = . position to place png, 

r in the of any aesired class. 
DISTRIBUTORS’ 1 DIRT CTORY will be sent yo 
of charge to advertisers who desire to make con- 
a get to al ~~ distributor. We guaran, 


‘ood 
NAT ONAL ADVERTISING: Co., 70) Vakland 
Bank building, Chicago. 





+o 
DESIGNERS AND ILLUSTRATORS. 


pe aged illustrating, engrossing, illumi- 
ating, engraving, lit ogra apning, art print- 
"THE KINSLEY STUD10. 245 Bway, N. Y. 
+o 


TRADE JCURNALS. 


66 R* AL ESTATE.” Amsteraam. Y.. circu- 

lation 3.000. for real estate ‘jaune and 

owners; $1a year; names of buyers each month. 
————+or—__—_—_ 


ing. 


CLASS PUBLICATIONS. 


20,000 Buyers 
of ($1,025,000,000 annually) 
Hardware, Housefurnishing 

Goods, ete. 





Read every issue of the 
Hardware Dealers’ 
Magazine. 

Write for rates. Speci- 
men Copy mailed on re- 

quest. 
258 Broadway, N. Y. 











PREMIUMS. 


voods are trade builders. Thou- 


» ELIABLE 
\ sands of suggestive premiums suitable for 
pubiishers and others from the foremost makers 
and whoiesale aeaiers in —— and kindred 


lines. 500- list Ae 
wae Enaually, st B 
8 F.MYERSCOo.. 


llustrated catalogue, 
h issue now ready; tree. 
47w. ae 49 Maiden Lane. N.Y. 





ADDRESSING MACHINES AND FAC- 
SIMILE TYPEWRITERS. 


UTO-ADDRESSER—An office machine that 


d Saves cent. Besides selling the 
AUTO-ADD SER,” we make an IMITATION 
PEWRITTEN LETTER and fill in the address 


so that it cannot be distinguished from the real. 
pod 4 wrapping, folding, sealing, mailing, etc. 


AUTO-ADDRESSER, 310 Broadway, N.Y. 


COIN CARDS. 


© PER 1,000, Less ror more; any print: 
$3 THE COIN WRAPPER UO. bestoit Max, 


as es 
HALF-TONES. 


EWSPAPER HALF-TONES. 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
pny onaghen- hes cash accompanies the order. 
nd for 
KNOXVILLE TUNG RAVING CO., Knoxville. Tenn. 


H4; -TONE or line productions. 10 square 
inches or smaller, delivered prepaid. 7ic.; 
6 or more, 50c. each, Casa with order. All 
newspaper screens. Service day and nigbt. 
onan dl for circulars. keferences furnished, 

r process-engraver. -F. O. Box 815. 
Philene phia, Fa 


—————~o-—_—__ 
MONEY MAILERS. 


Moxey MAILERS—$1.90 per M. Samples free. 
KING KOIN KARRIER CO, Beverly, Mass. 





en 
ADWRITING. 


= Gas Ads ee 
N the gas business for several years. 


ae inside and outside experience. I 
am in a position to write ads from the 
practical side. 

Have an excellent proposition to make. 
Better address me on office stationery. 


Louis Rommel, Jr. 
61d MERCHANT STREET, NEWARK, N. J. 














DISTRIBUTING. 


[/pSrescrine through the agency of the 
Bernard Advertising Service in Ala., Ga., 
Miss., N. C. and S. C., was tested five years ago 
by a trial order for vatetribation by the Peruna 
Drug Mfg. Co. ; now their books are distributed 
four times annually ee bong ae 
by the Bernard ency. You rn the 
particulars from CHAS. BERNAKD, Bie 6 Trib. 
une Building, Chicago. 


ia 
MAILING MACHINES. 


He DICK MATCHLESS MAILER. lightest 
and quickest. Price $12. F. J. VALENTINE, 





Mfr., 178 Vermont St., ‘Buffalo, N. Y 
——_+o+-—___—_ 
POSTAGE STAMPS. 
BUY at 4 off, unused, U. S.; 


od, R. E 
ORSER, R. 6, 94 Dearborn St., Chicago, ml, 
= ————— 
ILLUSTRATIONS. 


[EcetB ations We will suggest an appro- 
priate illustration for ena advertisement. 








i$1.C0. Send data 


If same 1s satisfactory. price 
RTISING BU- 


for ad. ILLUSTRA ATED A 
REAU, 695 Lillie Street, t, Kigin, Mm. 





America’s Leading ‘Amusement Weekly. 
ighty per cent of its readers are on the road 
rpassed as 


ei _— per centof the time. Unsu an 
vecesing medium for 
Trunks, Bags. Hotels, 
Accident Tevurence, 
Rate, !5 cts. flat. Last form midnight Mondays. 
THE BILLBOARD PUB. CO., 
inciunats, 


Balineste, 











Ad 


ADVERTISEMENT CONSTRUCTORS. 


66 /X RAINS OF GUMPT 10N," a 48-nage hooklet, 

with contents, which fully justify the 
title, 25ec. JED SCARBOKY, 557a Halsey St., 
Brooklyn, N z. 


Publishers Handicap Their Advertising 
by supposed necessity of preserving dignity, but 
competition is beginning to play th 
diguity. advertising principles adapted to 
purlishing requirements conquer competition, 
Publishers wishing more profitable publicity, 
write Percy P. Vyle, 
Publishers’ a5. man, 
5/8 Waluut Street, Phila. Pa. 


N advertisement of any sort that does not 
talk toa community precisely as your best 
salesman would to a single customer deserves to 
fail,and aiways does fail of securing the best 
ossible results. In this belief I make Circulars, 
‘olders, Price Lists, Catalogues, Circular Letters, 
Announcements, Mailing Cards, Booklets, No- 
tices, Newspaper Periodicals and Trade Journal 
Advertisements, etc., etc. I seek as correspond- 
ents those who have discovered that it pays 
handsomely to make their advertising ventures 
of all kinds vitally interesting by reason of a 
distinct and attractive personality. 
he man who regards his advertising outlay 
as a-mere-expense-account item, and not as an 
investment, is very apt toregard me asa super 
fluity and (as far as he is concerned) he 1s quite 
a in so classifying me 
- FRANCIS] MAULE, 402 Sansom St., Phila. 
tor 


FOR SALE. 


OB TYPE-—latest faces—$1 00 font, 
ey KUESTNER, 246 Kast 125th Street. 


poz SALK- Linotype machines. Had three, 
only two left. TAH HEROLD COMPANY, 
Milwaukee, Wis. 


INE COUNTRY NEWSPAPER for sale, con- 
sisting of three Presses. | ngine and all 
necessaries for a first-class plant. (owner has 
other business. Grand opportunity for the right 
man. Ona paying basis. Address H. ). ADAMS, 
Berlin, Md. 


OR SALE—Three-roll Scott Perfecting Press 
with stereotyping outfit. Will print in two 
colors on outside pages of 4,6, or 8-page sections. 
Prints all signatures from 4 to 24 8. EXC _ 
ing 14and 18 pages. Practical speed 20,000 pe 
hour. Can be seen in operation. THK HEROL, D 
COMPANY, Milwaukee, Wis. 


~ OUTHWESTERN WEEKLY in location favor 
able to persons afflicted with or with a ten- 
dency towards consumption, asthma, malarial 
fever or rheumatism contracted in a low alti- 
tude. Will pay owner for time and investment 
t — & 000 yearly, and can be a or for $700 
cash. ° Terr Proposition No. 125. 
. PALMER, Newspaper Broker, 
MM Broadway, New York. 
115 Dearborn St., Chicago. 









list free. 








+ +> 
SUPPLIES. 
N®®, TYPE, 2c. Ib. EMPIRE FOUNDRY, 
Delevan, N. Y. 
~ OTE HEADINGS of Bond Paper, 5y4x8 


‘ inches, with rs (laid p). 100 for 64c. 
250 for $1.10; 500 for $1.60; 1,000 for $2.50; 2.000 for 
4.50: 5,000 for $11.00. Send for sampies MERIT 
RESS. Bethlehem, Pa. 


D. WILSON PRINTING INK CO., Limited, 
e of I7 Spruce St., New York. sellmore mag- 
azine cut inks than any other ink house in the 
trade. 
Special prices to cash buyers. 


REE samples of Bernard’s Cold Water Paste 
will be sent to any publisher, paperhanger, 
photographer cigar maker or manufacturer 
who mses pane for any purpose and will test its 
merits. ERNARD’S AGENCY, tribune Build- 
ing, & Thicago.— 





aa 
ADDRESSING MACHINES. 


DDRESS!NG MACHINES—No type used in 
the Wallace stenci) aaaressing machine, A 

card index system of addressing used by the 
largest publishers througboutthe country. 5ead 
for tae We do addressin = ae rates, 
WALLACK & CO.. 29 Murray N York, 
1310 Pontiac Blig., 358 Dearborn st, ’ Chicago. m: 


PRINTERS’ 


.BOARD every week. 





INK. 
BOOKS. 


a 


Successful Advertisin 
HOW TO ACCOMPLISH IT. 





A book for retail mer- 
chants and beginners in 
advertising. Will be sent, 
postpaid, upon receipt of 
Two Do.tiars. Address 


Printers’ Ink Publishing Co., 
Raed Spruce St., New on | 











~ COIN MAILER. 


for $3. 10.000 000, ). $20. Any printing. Acme 
Coin Carrier Co., Ft. Madison, la. 





1,000 


ny 
ADDRESSES FOR SALE. 


3 eed NAMES. Heads of families only. 
soe bP rosperous people of central Michi- 
gan. Price $2 . E. LOVETT, Owosso, Mich. 


I IST 1,500 live, Pacific Coast, mail-order buy- 
4 ers; but little circularized— —$2.50—will ex- 
change, same number 25c. m.o. names. FAST 
MFG. CO , 3279 16th St.. San Francisco. : 
REMARKABLE NAMES FOR SALE. 
We have compiled for our personal use in 
the soliciting of subscriptions the name and ad- 
dress of every farmer in the Corn Belt who owns 
20 head of cattle. The live stock fa-mer is the 
progressive farmer, is the farmer who has 
money and the farmer who has many needs. We 
can furnish these names by counties or States— 
Ohio to Kansas. Write us for particulars. SUC- 
CESSFUL FARMING, Des G, Des Moines, lowa. 


LIVE NAMES AND ADDRESSES 


Guaranteed correct. Send $2 for a sample 
thousand, neatly typewritten, Try them 
out and buy more. 

1,000 each of Farmers, Teachers, Mer- 
chants, Druggists, Hardware, Barbers, 
Dressmakers, etc. All in N. and S. Dakota, 
Minnesota and Montana. 

THE WESTERN ADDRESS CO., 
Milbank, S. D. 
a ep 








‘an be used with great success to advertise any 
novel tool, erage or toy, the use or working 
of which can be DEMON SPRATED by atreet- 
men, sidewalk salesmen or itinerant ven- 
dera and pedlars, These all read the KILI- 

Rate 15 cents fiat 
s at midnight. THE 
» CO.. Cineinnatl, 0. 


PUBLISHING BUSINESS OPPORTUNI- 
wii. ay 


$2 0, 00 Excellent class monthly, 


“High? grade circulation. 

Representative advertising, 

Great possbs net profi 

Great possi ilities voy strong es mypeenel 
To build me profitable paper. 

B . hin Publishiue Prope rt; 
roker in lis! roperty, 
253 Broadway, New York. 


Yorm_ closes Monda; 
BILLBOARD PU 
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ADVERTISING MEDIA, 


eee BILLBOARD, America's Leading Theat- 
rical Weekly. 12th year. Cincinnati, O. 


‘VuE EVANGEL. 
Scranton. 
Thirteenth year; 20c. agate line. 


A= person advertising In PRINTERS’ INK to 
he amount of $10 or more is entitied to re- 
ceive the paper tor one vear. 


7 1905 issue of the American Newspaper 

birectory sbows that the average issue 
of the Troy (O.) RECORD in 1904 was 1,150. Aver- 
age in 1903, 1,138. 


CARDS, 


a CARDS of eve i very description are made by 

us. Wesbip toal “TF pi worid. Par- 
ticulars on request. UVENIR POST 
CARD CO. 1140 iment. a. Y. 


TIN BOXES. 


F you have an attractive. handy package you 

will sei] more goods and get batter prices for 
them. Decorated tin boxes have a rich appear- 
ance, don’t break, are handy, and preserve the 
contents. You can buy in one-half xrogs lots and 
at very low prices, toc. We are the folks who 
make the tin boxes for Cascareta, Huylers. Vase- 
line, Sanitol. Dr. Charles age Food. New oo 
and, in fact. for most of the ig funs. ” But w 
pay "just as much attention to ae little fellows. * 
Better send for our new illustrated catalog. It 
contains lots of valuable information. and is 
free. AMERICAN STOPPER COMPANY. 11 
Verona Street, Brookiyn. N. Y. The largest 
maker of TIN BOXES outside the Trust. 
a 


PAPER. 


B BASJETT & SOTPHIN, 
45 Beekman St.. New York City. 
Coated papersa specialty. Diamond B Perfect 
White for hign-graae catalogues. 
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The Times-Dispatch menial 


VIRCINIA 
Covers the State of Virginia 
every day in the year, ana 


You cannot cover Virginia without the Trmes- DisPatcu. 
It covers the territory in a radius of twenty- 
-five miles of Richmond before breakfast with 
its own delivery service. 


THE WANT AD MEDIUM OF VIRGINIA. 
\OODODDDOCOOOCOOOOOOOCOOOOOCOOOODOOCODOOOOOOOC00000O0 
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Record of of ADVERTISING for Year 
CIRCULATION | 19905. 


Philadelphia, Pa. 


German Daily Gazette 


DISPUuAYVY ADVERTISIN G. 
GAZETTE: Nearest Competitor: 


15,330 columns. 6,090 columns. 


CLASSIFIED ADVERTISING 
GAZETTE: Nearest Competitor: 


3,650 columns. 371 columns. 


SWwWoRnN CIRCULATION 


Daily average, 1905, - - 51,508 
Sunday average, 1905, - 44,465 


350,000 Germans in Philadelphia (U.S. Census, 1900). 
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FROM CANADA TO TEXAS. 


Your inks are all right, and when we want 
more the orders go down to little old New York 
as usual, Ledger, Fernie, B. C. 


Your inks have always opened up to our 
entire satisfaction, and we assure you that you 
will get a liberal share of our patronage, 

HarGREAVES Pra. Co., Dallas, Texas. 


Send for my new sample book and compare it with 
those issued by my competitors who charge double my 
prices. When my inks are not found up to the highest 
standard of quality the money is refunded, also the 
transportation charges. Address, 


PRINTERS INH JONSON, 
17 Spruce Street, New York. 

















= 
Cameron’s 
Show Print 


231-233 Bowery, New York 


POSTERS 


FROM TYPE OR ENGRAVED 
BLOCKS —IN BLACK OR COLORS — 
FOR ALL KINDS OF 


Outdoor Advertising 








Hae 
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The Loyat Guarp Macazing, a 
family home journal, read by the best 
people in every State in the Union. 
Guaranteed circulation, Seven Thou- 
sand (7,000) copies each month. 

Only clean and reputable adver- 
tisements from reliable firms ac- 
cepted. 

Advertising rates made known 
on application. Address, 


LovaL Guarp Macazing, 


Flint, Mich. 


























> a < 


THE PROVIDENCE 
JOURNAL Liat and Sunday] 


THE PROVIDENCE 
EVENING BULLETIN 


THE RHODE ISLAND 
NEWSPAPERS 

























> a 
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BASSETT & SUTPHIN, 
—PAPER— 





WRITINGS, BOOK, 
LEDGERS, NEWS, 
BONDS, MANILA. 
We make a specialty of furnishing paper suited to the work required. 
No. 45 BEEKMAN STREET, NEW YORK. 











A GOOD PAPER IN A RICH FIELD. 


The American Tribune, oii" 
9° Ohio. 
Circulation Over 3,500 Daily. 

4] Largest home circulation in Newark. J The popular paper of the 
city. {J It reaches all classes. { Leads in QUANTITY and QUALITY of 
circulation, { Only Republican daily in Licking County. 

Over $500,000.00 Paid Monthly to Newark’s Factory Employees. 
q ALL ADVERTISERS who seek the largest possible sale for their goods 
should enter this rich field without delay via The American Tribune. 

















€ 
! NORFOLK (V A.) LANDMARK 


BEST NEWSPAPER IN THE STATE, 
($83 GOLD MARK PAPER (88) 


The Home paper of this vicinity. No pads. Circulation pure. 
Does not try for inflated circulation lists. Covers this 
vicinity, together with eastern Virginia and North Carolina 


thoroughly. HAND, KNOX & CONE CO. 
Managers Foreign Advertising Department, 
Boyce Building, Chicago. Temple Court, New York. 














WHEN YOU ADVERTISE tition of Pattadetphia? If so, uae the 
PHILADELPHIA DEMOKRAT. 


ONE CENT -PER COPY. 
(The Oldest and Most Widely Circulated German Newspaper 
in City and State), 
which is read by all the best and most representative German families of 
the city. It goes direct to the homes, reaches the woman of the family, the 
most essential person for go d returns. Only 10 per cent of its circulation 
goes to the news-stands and newsboys, the other 90 per cent goes where it 
does the advertiser the most good, INTO THE HOMES, thereby reaching 


four to five times as many persons as its original circulation, which estab- 
lishes its value, beyond question, as a high-class advertising medium. 
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| POPOAEMMMAAMMAMAMOMOODH 





TRADITIONS MELT 


COSCCSCOOOS 


AWAY WHEN FACTS 


APPEAR. 





Mr. Rowell’s very simple way 
of proving circulation has been 
adopted by THE BROOKLYN 
STANDARD UNION since May 


15th, 1905. 


The Standard Union 





will furnish a detailed statement, 
sworn to, to every applicant, and 
advertisers may now for the first 
time know that a Brooklyn news- 
paper really sells over 45,000 


copies daily. 
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THE PATTERN 
PUBLICATIONS | 


Published by THE HoME PATTERN COMPANY, Sole Manufacturers 
and Distributors of THE LADIEs’ HOME JOURNAL PATTERNS. 


Devoted exclusively to woman’s dress, THE PATTERN 
PUBLICATIONS offer advertisers opportunity to effectively 
supplement in this special field the publicity campaigns 
they make through the popular magazines. 


No Advertising accepted which is 
competitive with the interests of 
the Merchants who sell the LADIEs’ 
HOME JOURNAL PATTERNS. 


The Monthly Style Book 


Over a million circulation in one thousand towns. 
Rate, $2.00 per line. Mighty few advertisers can buy 
space in this publication—only those whose “copy” is 
acceptable to our merchants, 


The Quarterly Style Book 


100,000 copies didn’t begin to supply the demand for 
the last number, Rate, $300 per page—7oo lines—half 
and quarter pages pro rata. No order accepted for less 


than one-fourth page. 


The Buyers’ Guide Book 


The “house organ” of THE HOME PATTERN CoM- 
PANY—circulation confined to the trade. Rate, $50 per 
page. Tells merchants how to advertise and how to sell 
patterns and other things. 


THE HOME PATTERN COMPANY, 
134 West 25th Street, 
New York. 
JEFFERSON THOMAS, Manager of Advertising. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas a window 
cards or circulars, and any other suggestions for bettering this departmen 








Ditcart & BITTNER, 


Furniture, Carpets, Draperies, Stoves 
and Housefurnishings. 
622 Market St., 
Sanpusky, Ohio, Feb. 14, 1906. 
Editor Ready Made Department: 
I am sending you three ads which 


we have run in the daily papers of 
this city. during the 
January and the early part of this 
month. I am a reader of your journal 
and look forward to its coming with 
a great deal of pleasure. In the Ready 
Made department you invite your read- 
ers to send specimens of ads for cri- 
ticism. If you have the space please let 
me know what you think of these ads. 

Thanking you in advance, we are, 

Yours truly, 
Dircart & BITTNER. 





They’re just good ads—perhaps 
a little better than the average of 
their kind. But I find in almost 
all credit ads a .statement which 
seems hard to believe—one which 
cannot be true in every case if in 
any—‘“credit at cash prices.” Any- 
body who knows anything about 
the credit business, knows that it 
involves much book-keeping, and, 
no matter how carefully conduct- 
ed, some losses—that it costs 
money to keep the losses down by 
keeping collections up—that even 
the investigations as to the trust- 
worthiness of a customer costs 
something almost every time a 
new account is opened. These are 
expenses from which the strictly 
cash store is free—expenses that 
have got to be met by the credit 
store, and that, like all other ex- 
penses, must be paid by the cus- 
tomer. In view of these well- 
known facts, how can the credit 
store claim, truthfully, that it sells 
at cash prices, except under the 
most exceptional conditions? And 
if those conditions do exist, 
wouldn’t it be well to Say some- 
thing about them—to say just why 
credit at cash prices is possible in 
that particular store? There was 
quite a discussion of this subject 
some time ago, in the Business 
Management department of 


latter part of 





Printers’ INK, winding up at 
page 53 of the Jan. 10, 1906, issue 
with a letter from a credit dealer 
who, in asking for advice, frankly 
admitted that “credit at cash 
prices” is a theory, not a fact. He 
put it a little stronger than that, 
and it might be of interest to read 
his letter together with the advice 
which follows it. I believe that if 
I were doing a credit business, I 
would find the best possible argu- 
ment I could for buying on credit, 
condense it and run it in every 
other ad, changing its typography 
occasionally, to make it look new 
and different. I would follow that 
with some reasons why my partic- 
ular brand of credit had special 
advantages in connection with my 
particular kinds or qualities of 
goods, and ‘then print pictures, 
particulars and _ prices. This 
might easily be done in the large 
spaces used by Dilgart & Bittner, 
and I believe it would make the 
ads a good fifty per cent stronger 
than to devote the entire space to 
credit arguments alone. 

Here is one of the ads, without 
the striking illustration which 
make it conspicuous in the paper: 





FURNITURE ON CREDIT, THAT 
IS OUR BUSINESS: 

That is what it has been'in the past 
and what it will be in the future. We 
stand ready at all times to extend our 
admirable credit system to all persons 
deserving of credit. All we ask is a 
little down and a little at a time on the 
bill. The payments are made so low 
that they are within reach of every one. 

In case of sickness or other good 
excuse, we do not step in and claim 
the goods. We give every chance possible 
to pay. 

he best part of our easy payment 
plan is that as soon as the down pay- 
ment is made the goods are delivered 
and you have the use of them while 
paying the bill. 

Our terms are the same to one per- 
son as to another and all we ask is 
that payments be made promptly. 

Young couples going to housekeeping 
will find this a good way to start 
They will be started right as we will 








§2 


cheerfully give advice on just what is 
needed for a cozy home. 

We can furnish the home from one 
cnd to the other, and the cost will be 
small when quality of goods is con- 
sidered. Let us‘talk with you about 
an outfit or anything you may need 


DILGART & BITTNER, 


The Pioneer Installment House. 
Home Furnishers. 622 Market St. 
Sandusky, Ohio. 


Reeds’ Ads in the Philadelphia (Pa.) 
Bulletin, Are Always Distinctive in 
Typography and Text—Always [n- 
formative as to Styles, Qualities and 
Prices. 








Spring 
Overcoats 


There isn’t much induce- | 
ment to buy Winter goods 
now—Spring is just ahead, 


and even if we do have a | 
few sharp days they won't 
last long. 


The Spring Overcoat is 
here—quite the ‘‘smartest” 
creation for a long time. It 
is a three-quartcr length 
coat, cut full across tic 
chest and shaped to the 
figure in back. Broad col- 
lar lapels and with long 
center vent. 

The cloths are soft grays 
in unfinished worsted, in | 
indistinct overplaids and in | 
plain wide Wales effects. 
$20, $25, $28, $30, $35. 

REEDS’ 

1424-1426 Chestnut St., 

Philadelphia, Pa. 











One of the Best Ways to Avoid Trouble 
is to Advertise For It Along the 
Lines of This Good Ad From the 
Philadelphia Bulletin, 


The Gas 
Company and 
the People — 


Many persons put up with | 
| inconvenience or poor ser- 
| vice from their gas ranges 
| or gas lights, not realizing 
that this company is very 
glad to remedy gas troubles 
free of charge. 

Gas experts are at the dis- 
posal of consumers at all 
times, for the betterment of 
the service. Are you hav- 
ing difficulties, 


THE UNITED GAS IM- 
PROVEMENT CO., 
Philadelphia, Pa. 




















PRINTERS’ INK. 


A Pretty Strong Argument. From the 
Springwater (N. Y.) Enterprise. 





When Eggs Are | 
High 


Is just the time when you 
want them most. Whcn eggs 
are 35 cents a dozen there 
would be big money in being | 
able to take quantities ot 
them to market. 

Your hens will lay if you 
supply them with Hesse’s 
Pan-a-ce-a. Why not invest 
a little money in it? It 
will be no experiment for 
the U. S. Agricultural De- 
partment has made tests and 
proved the value of Pan-a- 
ce-a for this purpose. 

We have the 25c. and 6oc. 
size. 


L. H. HICKS, Druggist, 
Wayland, N. Y. | 








Wais's. 
Evening 





1 Good One for Women’s 
From the Richmond (Va.) 
Journal, 





At a Dollar | 
and a Half | 


You won't run across a 
preitier line. Over five hun- 
dred dozen of the choicest 
and most cleverly made 
waists we’ve ever had the 
pleasure of asking you to 
view. Particularly strong 
among this  season’s new 
waists is the line at a dollar- 
fifty. They’re made in the 
most becoming styles—some 
fastened down front—sonre 
down the back. Materials of 
sheer Lingcrie with exquisite 
trimmings of Lace. and Em- 
broidery. Some are made 
with entire yokes of lace— | 
in all, they’re as smart a 
gathering as the price ever 
permitted us to secure. In 
the front case there are a 
few of these waists just for 
you to see—and compare 
with other waists hereabouts 
at the same figure. We’re 
courting price comparisons, 
too—any house with its mer- 
chandise bought correctly 
should invite this. Hasn’t 
done us any harm. 


THE THALHIMER 
STORE, 
Richmond, Va. 
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Marte City Business SCHOOL, 
E. D. Snow, Principal. 
169 Main St. 
HorRNELLSVILLE, N. Y. 
Editor Ready Made Department: zi 

I am inclosing a series of ads that 
I wrote and placed last Spring, for 
a Rutland, Vt., tailor. I also sent out 
for him, about two hundred and fifty 
letters, like the inclosed. 

Mr. Kerfnedy is a first-class tailor, 
but he did not know just how to reach 
the people. These ads were run in 
the Rutland Herald for five weeks pre- 
ceding Easter. The letters were sent 
to a select list, about two hundred of 
the people residing in Rutland, and the 
others within ten or fifteen ’ miles of 
the city. 

The response to the letters was im- 
mediate, and before Easter he had se- 
cured over twenty new customers, some 
of whom came in after the rush was 
over and gave orders for other suits. 

The total cost of newspaper space, 
writing the ads, stationery and stamps, 
was a little over $20. 

It occurred to me that there might 
be a number of other tailors throughout 


the country who could make use of 
these ads and the letter, and if you 
consider them of sufficient value to 


place before your readers you are at 
liberty to do so. 
Respectfully yours, 
E. D. Snow. 





These little ads (3-in. single 
column), are quite conventional in 
tone, but there is a certain in- 
tangible something in them which 
conveys the idea that Mr. Ken- 
nedy knows what he is talking 
about and is very much in earnest. 
I feel that nearly all tailoring ads 
fail to make enough of the point 
that a well-tailored suit will out- 
wear the average of ready made 
garments, and “outlook” them too, 
making the made-to-order — suit 
doubly economical. It seems, also, 
that even a tailor can print his 
range .of prices—that he should 
name a few low ones, at least, in 
every ad, comparing the first cost 
of ready-to-wear and custom tail- 
ored clothing. 

However, the record of results, 
as reported in Mr. Snow’s letter, 
makes it appear that Mr. Ken- 
nedy’s little campaign did about 
all that it could well be expected 
to do, cost considered. Here are 
a few of his ads, and the letter 
follows them: 





NEARLY EVERY MAN 
would like to wear clothes made to 
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his measure, but he is afraid the price 
will be too high. 

You need not fear that here. Come 
in and see for yourself that the prices 
are moderate. 

A tailor can put the best of every- 
thing into a suit and at a moderate 
price, make a living profit. He can 
ao this if he wants to. 

I’m sincere in my invitation to you 
to come in and talk it over. Come 
whether you want to buy or not. 

W. B. KENNEDY, THE TAILOR, 
25% Merchants Row, 
Rutland, Vt. 





I WANT TO MAKE YOUR 


CLOTHES. 
I know that I can do first-class 
work. Others know it. I want you 


to know it. A trial order of a pair 
of trousers will show what I can do, 
and that means a_ steady customer. 
“Conceit,” you say. Not at all. You 
know what you can do in your line. 
Twenty-five years of experience has 
shown me what I can do in mine. 

Every part of the work receives my 
personal attention. Every detail must 
be perfect or else the clothes do not 
go out. 


Setter clothes at less money. It’s 
worth investigating, isn’t it? 

W. B. KENNEDY, THE TAILOR, 
25% Merchants Row, 
Rutland, Vt. 

25 YEARS A TAILOR. 

That ought to mean something, And 
it does. It means that I put the 25 
years of careful study and training 


into every Suit made. 

It means that I can suit the most 
particular and hard to fit. That I put 
my best efforts into every Suit whether 
the customer is critical or not. If he 
is not particular, I am. 

I intend to stay right here in Rut- 
land and do business, and the only 
way to do it is to build first-class 
clothes at moderate prices. 

Come in and we'll talk it over. 





W. B. KENNEDY, THE TAILOR, 
25% Merchants Row, 
Rutland, Vt. 

Mr. B. Blank, City: 


Dear Str—Possibly you’re ready to 
consider a proposition on a Spring Suit 
or Overcoat. Let me figure on it. 

I’ve been making clothes for twenty- 
five years. Some of the best dress d 
men .in the city wear clothes ‘of my 
make. They say the clothes are right 
in fit, style and workmanship, and they 
come again. I know the fabrics are 
right—the best obtainable. It doesn’t 
pay, either for the mak2r or for the 


wearer, to put any other kind into 
clothes, 
Price? Just enough to give me a 


living profit. 

W ‘hether you wish to buy or not. I 
shall be pleased to ta'k it over with 
you. Respectfully yours, 
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A Kind That Will be Appreciated By 
the Class to Whom It Is Addressed 
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In the New York Times. 





Ordinarily any investment 
in Manhattan real estate is 
safe. In some localities it is 
the same as buying a gold 
mine; in others it means a 
fair income on good secu- 
rity; occasionauy it means 
tying up money without any 
earning power. 

This office has always made 
money for the purchaser, 
and also for the seller, ex- 
cept where circumstances 
have justified a sacrifice. 


Here's an Example of Dignity Without 
“Deadness’”—Just the Right Sort of 
Talk for a High Grade Article. From 
the St. Paul (Minn,) Pioneer Press. 





Fine 
Watches . 


By ‘‘fine” watches we have 
reference to those of excep- 
tional possibilities—those so 
mechanically perfect in con- 
struction and adjustment as 
to be capable of being timed 
to the closest possible mar- 














25-foot corner business ) 1 
building, between. 23d and gin. Some of these, besides 
34th streets, netting 12 per being high-class timepieces, 
cent on an equity of $12,- are split seconds, thirty min- 
500. ute recorders; others ‘“‘re- 

peaters,” chiming hours, 
ALBERT B. ASHFORTH, quarters and minutes. 
Real Esiate, This store makes a spe: 
4 West 33d Street, cialty of such watches and 
New York. we invite your inspection. 
ae J Prices range from $75 to 
A Short Sermon on Advertising, From $800. Special agents for 
the Omaha (Neb.) World-Herald. Jules Jurgensen and Gruen 
Watches. 
Funny About MORSMAN & FEAGANS, 
Gold and Silversmiths, 
Some People. Sixth and Minnesota Sts., 
You'll hear a man say, St. Paul, Minn. 








“No it doesn’t pay to ad- 
vertise ‘that,’ as it appeals —— 
to too small a class of peo- 
ple.” And yet when yn Good One for a Cough Syrup, from 
same man loses his bunch the Brookville (Pa.) Republican. 

of keys, he rushes to the 
newspaper with a ‘‘Lost” ad, = 





although he knows that in 
the whole wide world there 

is only one person who can Choke Up ? 
possibly be influenced by his 


“Lost” ad. Contradictory, 5 t 
Do you have to sit up in | 








| 
Do you cough at night? | 





Rec ng en 
isn't it! bed to breathe? 

: - Are you troubled the liv 

With a Few Figures to Show What long night through by " 

Specially Priced” Means, This One rasping, hacking, sharp-cor- 

From the Utica (N. Y.) Observer nered chunk in your throat? 





Would be a Very Good Ad. 





Take a Nap 


Comfortable Couches Com- 
fortably Priced. 
Enjoy lying down after 
dinner? A good couch is 
pretty nearly as essential to 
home comfort as a good bed. 
Our superb line of Turkish 
Couches offers a variety of 
selections specially priced. 
You will do well to call and 

see our offer. 


WILLIAMS & MORGAN, 
The Leaders, 

31 Genesee St. 8 John St. 
Utica, N. Y. 














Every time you cough it 
seems as though your lungs 
were coming up. 

We can help you. 

Our Syrup of White Pine 
Compound 

will stop a severe cough in 

a very short time. At the | 

same time it has a | 

| 





action that aids greatly in 
throwing off your cold. 
4 Ounce Bottles 25c. 


Made and sold only by 
PATTERSON & BON- 
N * 


aa ’ 


Druggists, 
Edelblute Building, 
Brookville, Pa. 








= 























BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 


PRINTERS’ INK. 


COMMERCIAL ART CRITICISM 


INK, WILL RECEIVE. 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 








33 UNION SQUARE, N.Y. 


FREE OF CHARGES 












Here is a tip for the man who 
wants to start a new “nagazine 
and fill the advertising. pages up 
with no delay and less expense— 
just let him print the advertising 
forms on light gray paper in dark 


gray ink. There are enough ad- 
vertisers who ‘hate the sight of 
white paper and despise the clear, 
distinct effect of black ink to flock 
into such a magazine and make it 
a winner from the start. 

The makers of Flexo Garters 


We RR TEST: 
s 











would, judging from the adver- 
tisement marked No. 1, be simply 
delighted with such an opportu- 
nity, and a glance through the 
magazines shows plenty more who 
love the indistinctness of gray 
effects. . 

_ The illustration marked No. 2 
1s intended to print on white paper 
_ to be both pleasing and read- 
able, 


* 
The United 


* * 


Shoe Machinery 


Company is generally understood 
to be a very large corporation or 








No.2 


trust, whose operations are ex- 
tensive and whose shrewdness and 

















ability are not to .be questioned. 
Some giant mind connected with 
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the advertising of that corpora- 
tion is responsible for the railroad 
advertisement -here reproduced, 
which occupied a full page in a 
boot and shoe trade paper. 

“You will observe” that 34 of 
the space is taken up by more or 
less artistic railroad _ illustration, 
and that the balance of the space 
talks about shoe machinery and 
shoes. It would be utterly im- 
possible to imagine two subjects 
less related to each other than 
railroads and shoes, or to devise 
an illustration which would be 
less appropriate for a shoe ma- 
chinery advertasement than the 
one shown here. Pictures are 
mighty good things—in most 
cases essential—but such pictures 
as this are worse than useless. 

Until it can afford to get some 
illustrations of a proper character, 
the United Shoe Machinery Com- 
pany would do better to use plain 


type. 


ok * 


Here is a newspaper advertise- 
ment which is probably intended 
to be of some use to makers of 














automobiles. It is a very poor 
example of bare publicity. There 
is nothing attractive about it, 
nothing worth remembering, noth- 
ing convincing. Apparently as an 
after-thought, somebody put four 
adjectives up in the corners of the 
space—adjectives which may be 


PRINTE 





RS’ INK, 


and are used by all automobile 
manufacturers, 

This advertisement was clipped 
from a leading New York news- 
paper and occupied about 100 
lines, double column, 

+ * * 


This little Lawrence Paint ad- 
vertisement is one of a series of 
newspaper ads now appearing. 





LAWRENCE 


READY MIXED PAINT 


Sold on merit. You 
take no chances for 
you get satisfaction 
or your building re- 
painted without cost. 
Full measure—purest 
materials—scientific- 
ally prepared—over 
300 square feet 2 
coats covered by 
every gallon. 


READY MIXED 


YW, Lawrence go 


PITTSBURGH 








This is one of the best of the 
series, and its neatness and sim- 
plicity are very commendable. The 
fact that the text is condensed, 
thus avoiding any appearance of 
crowding, is another point in its 
favor. 

The series is, as a whole, a very 
sensible one and should do good 
work, 

ee ae 
_ THE man who will turn down a pub- 
lication simply because he considers its 
rates too high is likely to get stuck 
with a one-eyed animal at “a very low 


price” in his first horse trade.—Infant 
Industries, 











1€ 
1- 
ne 
d, 
of 
its 


Ty 
od 


ub- 

its 
ack 
low 
‘ant 











PRINTERS’ INK, 57 


ALASKA—ARIZONA. 


It is intended to present in 
Printers’ INK a series of chapters 
containing lists of all the ‘publica- 
tions to which Rowell’s American 
Newspaper Directory has ever ac- 
corded or that have ever placed on 
file, with the Directory, any clain 
to have printed issues averaging So 
many as a thousand copies for the 
period of a full year. 

The records will be gleanedfrom 
advance pages of the Directory for 
1906, which will be issued to sub- 
scribers during the latter part of 
May “next (subscription price $10). 
This second chapter deals with 
Alaska and Arizona. In the issue 
for March 21st the newspapers 
and periodicals of Arkansas will 
be dealt with. 

For a thorough understanding 
of these State reviews of newspa- 
per conditions it should be borne 
in mind that the average edition 
printed is always ascertained by a 
count of the actual number of 
complete copies of each separate 
issue that are sufficiently perfect 
for being served to subscribers or 
sold to readers at news-stands or 
by newsboys or over the counter ; 
adding the numbers expressing 
the separate issues; dividing the 
total so found by the number of 
separate editions; thereby arriv- 
ing at the average output of each 
separate edition for the period of 
a full year, 

Any one who has not at hand 
a copy of the latest edition of 
Rowell’s American Newspaper Di- 
rectory (1905) can obtain one by 
mail, postage paid, by remitting 
the price ($10) to The Printers’ 
Ink Publishing Company, No. 10 
Spruce St., New York. 

Any publisher who desires to 
become possessed of a leaf of the 
Directory containing the catalogue 
description of his own _ paper, 
from the edition for 1905, may 
obtain the same by sending five 2 
cent stamps to The Printers’ Ink 
Publishing Company, No. 10 
Spruce St., New York. 

Any publisher who desires to 
place on the Directory files a 


statement of the number of cop- 
ies of his paper printed during a 
year preceding the date of his re- 
port—not press revolutions ° or 
sheets wet down, but copies suffi- 
ciently perfected to be served to 
a subscriber, or sold to one who 
buys it to be read—can obtain a 
blank, specially ruled and pre- 
pared, on a large sheet of heavy 
paper, for the punpose, by remit- 
ting five 2 cent stamps to the pub- 
lishers of the Directory, The 
Printers’ Ink Publishing Com- 
pany, No. to Spruce St, New 
York. 

It is not at all necessary to use 
the blank. No special form is 
needed to convey the information, 
but when the blank is used there 
is less likelihood of omitting some 
item of importance: and when 
such items are omitted. it is so 
commonly done by intention thet 
correspondence to get them is not 
found to be warranted. 

ALASKA, 
Juneau, 2sfatch, evening: 

Copies printed: For the year 1902 this pa- 
per seemed to assert that it had an average 
issue exceeding 1,000 copies, but failed to fur- 
nish such definite information as would war- 
rant the accordance of a rating to that effect. 
It has not since made any renewal of the claim. 
Skagway, A /askan, daily: 

Copies printed: For the year 1903 this pa- 
per seemed to assert that it had an average 
issue exceeding 1,000 copies, but failed to fur- 
nish such definite information as would war- 


rant the accordance of a rating to that effect. 
It has not since made any renewal of the claim. 


ARIZONA. 
Bisbee, Review, morning : 


Conies printed: This paper had credit in 
1903 for issuing regularly more than 1,250 
copies, and has on two occasions since claimed 
and been given credit for more than 1,000, and 
the same credit was given for 1905, although 
no claim to that effect was placed on file. 
Nogales, Oaszs, weekly : 

Copies printed: For the year 1899 this pa- 
ner seemed to assert that it had an average 
issue exceeding 1,coo copies, but failed-to fur- 
nish such definite information as would war- 
rant the accordance of a rating to that effect. 
It has not since made any renewal of the claim. 
Phoenix, Arizona Gazette, morning: 

Copies printed: This paper had credit for 
issuing more than 1,000 copies regularly in the 
vear 1902, but has not since set up any claim 
for issuing so many. 

Phoenix, Republican, morning : 

Copies printed: Have advanced with con- 
siderable and uninterrupted regularity from 
2,21 daily in 1896 to 6,381 in 1905. Itis the 
only daily in the territory from which a definite 
and satisfactory circulation statement appears 
to be obtainable. This paper is entitled to a 
place on the Printers’ INK Roll of Honor, 
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Phoenix, Enterprise, evening : 

Copies printed: This paper had credit for 
issuing more than 1,000 copies daily in the 
year 1903, but has not since set up any definite 
claims to that effect, and admits that it does 
not keep sucha record as would make it pos- 
sible to prepare a satisfactory circulation state- 
ment. 

Phoenix, Southwestern Stockman, Farmer 
and Feeder, weekly: 

Copies printed: This paper has on three 
occasions indicated a desire to have credit for 
issuing more than a thousand copies regularly, 
but such definite information as would ware 
rant such a rating has never been forthcoming. 
Phoenix, Arizona-New Mexico Workman, 

monthly : 

Copies printed : ——- edition of 3,276 
copies in 1904, and credited with printing more 
than 2,250 1n 1905. 

Prescott, Courier, weekly : 

Copies printed: The weekly edition of this 
paper had credit for issuing more than 1,000 
copies regularly in the year 1896, but has not 
since set up any claim for issuing so many. 
Tucson, Stay, morning : 

Copies printed: For the year r1go2 this pa- 
per seemed to assert that it had an average 
issue exceeding 1,000 copies, but failed to fur- 
nish such definite information as would war- 
rant the accordance of a rating to that effect. 
It has not since made any renewal of the claim. 
Tucson, Citizen : 

Copies printed: The weekly edition of this 
paper has on three occasions indicated a desire 
to have credit for issuing more than a thousand 
copies regularly, but such definite information 
as would warrant sucha rating has never been 
forthcoming. 

Yuma, Sum, weekly edition : 

Copies printed : In 1905 actual average 1,241 
oun . Entitled to place on the PrinTERS’ 
Ink Roll of Honor. 


It is not supposed that any 
Alaska or Arizona paper not 
named in the list printed above 
makes any claim, or has during 
the past ten or twelve years made 
any claim to issuing regularly as 
many as 1,000 copies, 

It will be noted that no news- 
paper in Alaska, and only two 
dailies, one weekly and_ one 
monthly in Arizona get credit for 
printing regularly so many as 
1,000 copies. Only one daily in 
Arizona, viz., the Phoenix Repub- 
lican, is entitled to be named in 
the Printers’ INK Roll of Honor. 
Two weeklies are eligible for the 
same distinction. 


AN ALABAMA _PUBLISHER’S 
ANNOUNCEMENT. 


Andalusia, News. 

Publisher's announcement. — Editor makes 
oath to 1.555 weekly circulation—twelve 
pages, no boilerplate used, all home print. 
Official paper of city and county. Popu- 

lation of city, 4,100. 


When it was decided to publish in 











PRINTERS’ INK. 


PRINTERS’ INK a resumé of the circu- 
lation ratings accorded to all American 
newspapers and periodicals that have 
at any time, within the last ten or a 
dozen years, claimed to print re- 
gularly more than a thousand copies, 
a circular was sent to all the papers 
published in the four States and terri- 
tories that would be first dealt with, 
viz.: Alabama, Alaska, Arizona and 
Arkansas, telling what was going to 
be done and giving permission to every 
one to insert a displayed advertisement 
at a cost of $10 for space of a quarter 
of a page or a ‘‘Publisher’s Announce- 
ment”’—at the specified price of ten 
cents a word—wherein any statement 
might be set forth that the newspaper 
man should think desirable to have 
read by an advertiser at the time he 
should be examining these reviews of 
Directory statements or estimates of 
the editions printed by the various 
publications. The ‘‘Publisher’s An- 
nouncement” printed above came in 
response to the circular referred to 
and was the only one received. It 
is from a paper that is not credited, in 
the Directory, with issuing so many as 
1,000 copies regularly. It will be 
noticed that the statement for which 
the publisher pays $2.50 to secure 
its insertion, claims a weekly ‘‘circu- 
lation’’ of more than 1,000, but fails 
to define what is meant by ‘‘circula- 
tion.” The Directory ratings deal 
only with the average number of copies 
printed for the period of a full year. 
This ‘‘Announcement”’ might be true 
even although the paper printed no 
more than 310 copies—on the assump- 
tion often set up that each separate 
copy of the paper is looked at by an av- 
erage of five persons, consequently the 
circulation is five times as great as the 
number of copies printed. The case 
illustrates the difficult position in 
which the Directory editor stands. He is 
given to entertaining a doubt concern- 
ing all statements that are expressed 
in words the exact meaning of which 
may be-equivocal; yet experience shows 
that with all his conservatism he is 
more likely to credit a paper with 
printing more rather than fewer copies 
than a frank and truthful statement 
would warrant. 


AYER’S NEWSPAPER AN- 
NUAL. 


The way the N. W. Ayer & Son 
Newspaper Annual misleads ad- 
vertisers and injures honest news- 
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paper publishers is exemplified in 
the subjoined notice from a pub- 
lisher who tells how many copies 
he prints for his own paper and 
hates to see his honest figures 
dwarfed by comparison with those 
of a neighbor who counts five 
readers for every copy he sells, 
and by the Ayer system gets his 
inflated figures into the same col- 
umn with the honest ones of his 
conscientious competitor: 

The Star acknowledges the receipt of a 
copy of Ayer & Son’s American Newspaper 
Annual for 1906, a well-bound volume of 1,300 
pages, supposed to be devoted to the interest 
of the advertiser, and pretends to give the cir- 
culation of every paper in the United States. 
The editor of the Star, when he received a 
letter from Messrs. Ayer & Son, asking for 
an advertisement in their Annual, cheerfully 
sent the same as we believe in advertising, but 
we must admit there are lots of things that the 
advertiser is yet to learn. The main thing is: 
Does he get value received? To receive value 
he must first be.sure that the statements made 
as to circulation are true. We find that in 
this case the ‘‘circulation liar” has worked his 
graft in greatshape. There are several papers 
in Wichita noted as having circulations in the 
thousands that have less than one thousand. 
One paper is quoted as having 2,500 that has 
less than 500; another is quoted as having 
6,500 that has less than 1,000. 

he advertiser should know what the circu- 
lation of a paper is that he advertisesin. But 
after reading carefully the different statements 
made by publishers we must admit that the 
advertiser is up against a “‘bunco game,” and 
it is to their interest that some steps shall be 
taken to ascertain the real circulation of a pub- 
lication. This applies to foreign as well as 
local advertisers, and the first newspaper 
directory that will refuse to accept a publisher’s 
statement unless the same is sworn to, and 
then prosecute the publisher for perjury in case 
he made a false statement, will receive the re- 
spect of both the honest publisher as well as 
the advertiser.— The Wichita (Kansas) Star, 
Feb, 28th, 1906. 


The first. step toward ascertain- 
ing the circulation of a paper, is 
to set down a definition of what 
is meant by the word “circulation.” 
The editor of the N. W. Ayer & 
Son Newspaper Annual has not 
and has never had any definition, 
and as a consequence any old 
thing goes with him, and the out- 
come is commonly about what is 
complained of by the Wichita 
Star, as quoted above. 





24 OUT OF 24,000. 
WAKING UP THE “CASCARETS” 
MAN TO MAKE HIM “WORK.” 


In Printers’ INK, issue of 
February 28th, the editor of 
Rowell’s | American Newspaper 





Directory, commenting on a letier 
from the manager of the adver- 
tising department of the Sterling 
Remedy Company, of Kramer, 
Ind., said: 

‘*T wonder if he has the idea that anything 
like half the papers are able and willing to 
make such a circulation statement as he recom- 
mends, The Chicago News, Washington Star, 
Indianapolis News and Star can doit. These 
count four. If, out of the more than twenty 
thousand other papers published, the Sterling 
Remedy man can name twenty that can and 
will make such a stat t as he rece d 
he will do better than I can, although I have 
been engaged fn the work now pretty nearly 
forty years.’”’ If Mr. Fugazzi will try to make 
out a list of two dozen papers that can and will 
make such a circulation statement, as is put 
out by the four papers named above, Print- 
Es’ Ink will take great pleasure in presenting 
it to the advertising public. 


In answer to this the “Cas- 
carets” man responded with com- 
mendable promptness saying, in 
part: 


The writer, who has the plating of a great 
deal of advertising for the Sterling Remedy 
Company, has, of necessity, occasion to know 
the circulation of most of the papers in the 
United States, and he is of the opinion that 
it is only a matter of time until all papers will 
either have to furnish a statement such as he 
has indicated, or else fo out of business, 

As tothe remark that I probably could not 
name two dozen papers that could givea circu- 
lation statement similar to those furnished by 
the Chicago News, Washington Star. India- 
napolis Mews and Star, would say that it is 





* on necessary to look at the PrinTer-’ INK 
Roll 


of Honor to find the two dozen, who, the 
writer thinks, would without hesitation give 
every bit as explicit a circulation statement as 
the above papers; in fact, there aresworn state- 
ments of circulation on file in this office, show- 
ing how every copy of their papers is disposed 
of. (2???) The following are the two dozen 
papers referred to and I could give many 
more : 

Birmingham Ledger, Bridgeport Evening 
Post, Atlanta Journal, Davenport Times, 
Sioux City Journal, New Orleans Item, Balti- 
more News, oven had Tribune, Kansas 
City Journal, Albany Times-Union, Cleveland 
Plaindealer, Richmond News-Leader, Denver 
Post, Washington Star, Atlanta News, Des 
Moines Capital, Sioux City Tribune, Baltimore 
American, Minneapolis Journal, St. Paul Dis- 
patch, Newark Evening News, Buffalo Even- 
ing ews, Memphis Commercial Appeal, 
Richmond Times-Dispatch, 

F. M. Fueazz1, 
Advertising Dept., 
Sterling Remedy Co. 

P.S.—Mr. Kramer, our general manager, 
has subscribed for Printers’ Ink for this 
Department. We also get the American 
Newspaper Directory every year through our 
advertising agents, Lord& Thomas. 


Out of 24,000 papers this ad- 
vertising manager, after consulting 
the Printers’ INK Roll of Honor, 
has little trouble in selecting 
twenty-four that will give a cir- 
culation statement that will com- 
pare favorably with these issued 
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by the Chicago Record-Herald 
and News, the Indianapolis News 
and Star, and the Washington 
Star: Printers’ INK wonders if 
Mr. Fugazzi, out of the remaining 
23,976 papers could select another 
two dozen whose _ statements 
would come up to the scale 
of excellence insisted upon by 
him, in his letter published in 
Printers’ INK, February 28th. If 
he can it will be a great pleasure 
to reproduce the additional names 
in these pages. In Printers’ INK 
for last week there was published 


PRINTERS’ INK. 





a resumé of the circulation ra- * 


tings to be accorded to the news- 
papers of Alabama in the Direc- 
tory for 1906, which will reach 
subscribers in May next. Who- 
ever turns to that resumé, appear- 
ing on pages 56, 57, 58 and 59 of 
Printers’ INK for March 7th will 
learn that out of nearly 250 papers 
issued in Alabama, only nine have 
the double distinction of printing 
more than 1,000 copies regularly 
and being willing to let advertis- 
ers know how many copies they 
do print. 














made him many enemies; 


WHAT MADE IT FAMOUS 


In 1869 Mr. Rowell began the publication of Rowell’s 
American Newspaper Directory, the first serious effort 
ever made to ascertain and make known the circulation 
of newspaners for the information of advertisers. This 
useful book became famous because of its policy of 
rating the circulation of papers honestly, and without 
fear or favor. It cost Mr. Rowell many friends and 


threats of libel suits, through its revelations, but no 
action against it was ever brought to trial. 
Chicago, Ill., Evening Post, February 17, 1906. 


and it engendered many 





1905. 


price by 








1,550 Pages. 
Annual Edition, 
Subscription price, $10. 
Sent carriage paid on receipt of 


PRINTERS’ INK PUBLISHING COMPANY, 
No. 10 Spruce Street, New York. 





Thirty-seventh 
issued in june, 
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THE STAR GALAXY. 





THE TWO LATEST ADDITIONS. 


The publishers of the Jackson, 
Mich., Morning Patriot and the 
Bridgeport, Conn., Morning Tele- 
gram and Union, have sought and 
obtained the Guarantee Star in 
Rowell’s American Newspaper Di- 
rectory for 1906, now in its thirty- 
eighth annual revision.* Both 
certificates were issued on March 
6, 1906, and photographic  re- 
productions are shown on_ the 
following pages. The final re- 
vision of the Directory for 
1906, thirty-eighth year of con- 
secutive publication, is now 
under way. Applications for the 
Guarantee Star may be forwarded 
by publishers who are interested 
in the subject—who believe they 
are eligible to the highest distinc- 
tion which the editor of Rowell’s 
Directory can bestow—and who 
dare use the Guarantee Star. 


UA 
Onn’ 
TEED 


The extent and full mean- 
ing of the Star Guarantce 
is set forth in Rowell’s 
American Newspaper Di- 
rectory in the catalogue 
description of each publica- 
tion possessing it. No pub- 
lisher who has any doubt 
that the absolute accuracy 
of his circulation statement 
would stand out bright and 
clear, after the most search- 
ing investigation, would 
ever for a moment con- 
sider the thought of secur- 
ing and using the Guar- 
antee Star, 


THE STAR GALAXY TO DATE, 
ILLINOIS, 
Chicago Daily News. 
RRND s:cisciei0 sta niu caress - Tribune. 
Chicago Record-Herald. 
RERUN <2). sas evgatiacen Dailv Review. 
Decatur 
Peoria 
INDIANA. 
Crawfordsville 
MINNESOTA. 
Minneapolis ........ Journal. 
Minneapolis... - Tribune. 
Minneapolis . Farm, Stock and Home. 
Minneapolis.. ..Svenska Ameriskanka 


Posten. 
St. Paul.... .Pioneer Press. 


Journal, 


PENNSYLVANIA. 
Philadelphia....... «0. 
Philadelphia. . 
Philadelphia 


West Chester 


+++. Bulletin, 
Prers. 
.. Farm Journa 
ooePOst, 
Local News, 
Evening News 
Mount Vernon...........Argus 
Ninf: SEACOOPE EE Peete . Record, 
CALIFORNIA. 
ORR Gx svisivaaeseaveasen Herald, 
COLORADO, 
ee ee oe 
CONNECTICUT 
Rridgeport....Yiorning Tele- 
gramand Union. 
DISTRICT OF COLUMBIA 
Washington Evening Star. 


. Fost. 


Des Moines........Successful Farming, 
Sioux City.......... Tribune, 
MARYLAND, 
Baltimore.. ‘ 
MASSACHUSETTS 
.-Globe. 
Brockton... Enterprise. 
MI 
Jackson...... Morning Patriot. 
MISSOURI. 
Kansas City 


Lincoln 
Lincoln eseeee,.State Journal and 
Evening. News. 

NEW JERSEY. 
Register. 


Beacon Journal, 


TENNESSEE, 
Journal and Tribune. 
VIRGINIA, 
Times-Dispatch, 
WISCONSIN, 
Milwaukee.... . Journal. 
Racine.......... Wisconsin Agriculturist. 
CANADA. 
Star. 
Mail and Empire. 


Richmond 


Montreal 
Toronto 


The guaranty star attached to a 
publication in Rowell’s American 
Newspaper Directory is the most 
conspicuous distinction which the 
Directory editor gives to a paper, 
and the star constitutes, for a pub- 
lication possessing it, a continual 
advertisement of the highest dis- 
tinction, costing nothing after the 
initial payment, so long as the Di- 
rectory continues to be published. 
Conditions and terms relative to 
the guaranty star may be learned 
by addressing this office. Such 
inquiries will receive prompt at- 
tention if from a publisher of a 
paper considered eligible for ad- 
mission to the star galaxy. 
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“Forty Years an Advertisi:ig Agent,” 
by George Presbury Rowell. Issued 
from the press, Tuesday, January 16, 
1906. 8vo. Cloth and gold. 517 pages. 
Thoroughly indexed. 


* * * 


“Forty Years an Advertising Agent” 
is the title of a most fascinating book 
which has just come from the press. 
Looking at the title page, and unfamiliar 
with the author, no one would suspect 
that the volume could prove to be such 
a one as has been described in the 
foregoing sentence; but, such are the 
contents that few if any who begin its 
perusal can fail to have an eager de- 
sire to read it through to the finish. 
While it deals largely with the business 
problems of newspapers, advertising, 
publishers and advertising agents, what 
to the ordinary reader at first glance 
is calculated to suggest dull and un- 
interesting matter, nevertheless such is 
the method of treatment that even the 
most prosaic topics are made attractive, 
interesting and instructive. Mr. Rowell 
has a style decidedly his own—clear, 
crisp, forceful and to the point—and 
in giving his reminiscences he affords 
a view of some of the secrets of his 
marvelous success, and discloses also 
a thorough and wide acquaintance with 
the elements of character and of con- 
duct which have brought rich rewards 
to others eminent for their accomplis 
ments. At times his descriptions of 
men or of incidents are most vividly 
real. The reader is not confined to 
the office with its rgutine work, but he 
is taken abroad, introduced into an 
attractive home, or shown into some 
gathering of congenial club men, or is 
carried amid farm scents, or is given 
the society of such as are having an 
outing with rod or gun. The story is 
delightful for its charming varicty of 
details. However, it must be admitted 


that for newspaper publishers or such, 


who have aspirations to be of that 
class, and for advertisers or advertising 
agents, there are most valuable lessons 
unfolded in the experiences that are 
narrated.—Ashtabula, Ohio, Record, 
February 3, 1906. 


Since the appearance of that notable 
work “The Letters of a Self-Made 
Merchant to His Son,” there has not 
been such a valuable contribution to 
the literature of business.—Lincoln, 
Neb., Independent, February 8, 1906. 


This “human interest’? story of a 
successful life and business career is 
written in so simple and direct a style 
that it appeals to everybody keenly. The 
general reader will find a remarkably 
lucid story of a hard-earned business 
success from which he may gain cour- 
age and inspiration.—Little Rock, Ark., 
State Republican, March 2, 1906. 


A thousand pleasant comments have 
been made on the book, not only as 
agreeable, but very helpful reading.— 
Nashville, Tenn., American, February 
25, 1906. 


1906. 


There are many passages in Mr. 
Rowell’s narrative concerning the 
workings of his own and other business 
offices which are of interest and value 
to business men.—San Francisco, Cal., 
Argonaut, February 24, 1906. 


It is well written and extremely in- 
teresting.—Camden, N. J., Courier, 
February 24, 1906. 


It is a successful man telling just 
how he won success. There is nothing 
so entertaining as the romance of busi- 
ness; truth is stranger than fiction; but 
to tell the truth and tell it just as it 
happened requires more genius than is 
required to invent subterfuges that 
bridge the gaps. This book is as in- 
teresting to read as it is to hear the 
story of his life told by some friend 
who has seen much and done much.— 
Denver, Colo., Republican, February 
18, 1906. 


Mr. Rowell probably does not lay 
claim to a “literary style,’’ but he has 
it, just the same; an_ easily-compre- 
hended, smooth-reading, connected style 
that is as attractive as the spoken word 
of a good story-teller.—Columbus, Ohio, 
Advertising World. 

The book is not at all dry, as the 
title would seem to indicate. Mr. 
Rowell even quotes occasionally from 
the poets, but he does so judiciously.— 
Houston, Texas, Chronicle, February 
25, 1906. 


One may wonder how the people who 
are talked about, with a frankness that 
is one of the chief characteristics of 
the book but sometimes with a flash of 
gossipy spirit, may like being brought 
so close to public view; or how Mr. 
Rowell’s surviving fellow advertising 
agents may like the public to know 
quite so much of the inner workings of 
a unique business; but one will read 
on, to be entertained and_ informed. 
and find the writer’s good spirits and 
good humor quite infectious. The book 
is a history of the most informal sort 
of the organized advertising business.— 
New Bedford, Mass., Standard, Feb- 
ruary 24, 1906. 


Lord Bacon says that every man 
owes something to his profession; in 
writing so pleasant a book, instructive 
not only to his brothers in the profes- 
sion, but to their clients as well, Mr. 
Rowell has discharged his debt in 4 
very admirable way.—Nashville, Tenn., 
American, February 25, 1906. 


Mr. Rowell deserves well of his critics 
for the absolute plainness with which 
he explains what might have been re- 
garded as _ business  secrets.—Boston, 
Mass., Christian Register, February 22, 


* * * 


Price, $2. Can he ordered of book- 
sellers or news agents, or will be sent 
by mail, postage paid, on receipt of 
price. Address with check or postal 
order: Printers’ Ink Publishing Com: 
pany, 10 Spruce street, New York City: 








Ce ee ey ee 





